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Rough Proofs 


when the Axis forces were finally 
trapped on that Tunisian peninsula, 
the Boston Globe came through 
with the headline of the week, 
“Bottled in Bon.” And fortunately 
it didn’t take four years to get ‘em 
out. 

y,wyY 

The Anthracite Industry head- 
lines an ad, “Hard Coal Facts.” And 
with a strike still being threatened 
by John Lewis & Co., they’re all too 
likely to stay that way. 

v,wy 

A “victory” line of women’s 
underwear and sleeping garments is 
being cooked up by this industry, 
and like bathing-suits they will 
probably provide essential coverage 
without loss of display value. 

v,vyY 

It’s nice of the Du-More Chair 
Company to pay tribute in its ad-| 
vertising to the white collar man, 
as long as they don’t promote the 
idea that it’s better to wear out the 
seat of your pants instead of the 
soles of your shoes, 

> @ 

Bill Jack, of Jack & Heintz, pro- 
vides $15 shoes without charge for 
his enthusiastic associates, who will 
find it hard ever to get sore at the 
poss because their feet hurt. 

a ee 

A church dignitary said recently 
the best war work a woman can do 
is to stay home and take care of her | 
yvoung ’uns. But she would un- 
doubtedly have a lot more fun with | 
a lot less effort in a munitions fac- | 
tory. 


7. 


David Harum has done such * 
good job for B. T. Babbitt that when | 
ie starts boosting “Aunt Polly’s 
Soup Mix” some listeners are likely 
to get confused and think it’s made 
out of Bab-O. 


, vv F 


“What right has any group in this | 
war agency,” inquires the New York 
Times, “to use the CDVO as a 
means of promoting its own eco- 
nomic theories?” 

That’s a little detail that dyed-| 
n-the-wool propagandists usually 
verlook, 


v v v 

Senator Langer has come to the 
lefense of the Police Gazette and 
ther magazines which have been 
carred from the mails, possibly on 
the theory that the logical extension 
of the good neighbor policv should 
orl 


Jak ta, 


i ab. 

Whale meat may be coming back 
favor, suggests the Office of | 
Information in a long and im-| 


pressive press release. Why not 


; Forty-second Street to North | 


‘ve a part of it for delivery to Ber- 
‘the blubber? 


7, FT ¥ 


ilter Winchell, who hears all, | 
all, and tells even more, is 
ist printing letters from read- 
n the newspapers. Maybe he 
seen some of the readership 
es which show 
‘er read than the canned stuff. 


a. | 
‘lave you seen the Chattanooga 
er?” inquires WDOD. No, but 
© seen the New York Hooper on 
hattanooga Choo-Choo. 


Copy Cus. 


they’re a lot} 


Demands Ouster 
of Rep. Cox as 
FCC Inquisitor 


Commissioner Durr 
Asks Congress to 
Disqualify Georgian 


Washington, D. C., May 14.—The 
storm which has been brewing in 
the Congress-Federal Communica- 
tions Commission feud broke today 
when Clifford J. Durr, a member of 
the commission filed a_ petition 
with Speaker Sam Rayburn of the 
House of Representatives asking 
that Rep. Eugene E. Cox, Georgia 
democrat, be disqualified as a 
member of the House committee 
investigating the FCC. 

Rep. Cox, who not only is a 
member of the committee but is its 
chairman and sponsored the reso- 
lution which created it, was charged 
with introducing his resolution be- 
cause of personal interest in the 
commission’s activities in connec- 
tion with the ownership of Station 
WALB; that the congressman holds 
a block of WALB stock in payment 
for “legal expenses;’”’ and that Rep. 
Cox’s previous attacks on the com- 
mission show him to be prejudiced 


/and lacking in the objective attitude 


required to head an 
committee. 


Submits Fact Sheet 


In support of the petition, Com- 
missioner Durr attached a_ fact 
sheet which traced the history of 
the WALB case, and pointed out 
that C. D. Tounsley, secretary and 
treasurer of the Herald Publishing 
Company and the Albany Herald 
Broadcasting Company, both of Al- 
bany, Ga., had written to Mr. Cox 
that stock would shortly be sent 
him, and that minutes of the cor- 
poration showed that “Judge E. E. 
Cox of Camilla, Ga., had been re- 
tained as special legal counsel for 


investigating 


Station WALB, and that a retainer | 
fee of $2,500 would be paid him | 


immediately for such employment.” 

Later Mr. Tounsley said: “WALB 
has never at any time and does not 
now have any Washington repre- 
sentation other than that provided 
by E. E. Cox.” 


On Aug. 30, 1941, Rep. Cox de-| 


posited a check for $2,500 from the 


broadcasting company; on the same | 


day, the broadcasting company de- 
posited a check for the same 
amount from Mr. Cox. The broad- 
casting company’s check was dated 
Aug. 18, the check from Mr. Cox 
was dated August 15. Photostatic 
copies of the check to Mr. Cox 
and of the station voucher were in- 
cluded with the petition. Last 
month, Mr. Tounsley testified before 
FCC that Rep. Cox is still a stock- 
holder. 


To Department of Justice 


In March of last year, FCC 
turned the case over to the Depart- 
ment of Justice, in recognition of 
Section 113 of the United States 
Criminal Code which provides that 
senators, representatives, or resi- 
dent commissioners who “shall di- 
rectly or indirectly receive or agree 
to receive any compensation what- 

(Continued on Page 45) 
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| COUPON COPY 


wont we 


Campaign to Get Pulp from 
Farms Planned by Mills 


Toilet Goods Field 
Swings to Use of 
Institutional Copy 


Demand Greater Than 
Supply; Goulden 
Decries False Claims 


These twe favorite cereals... Post Toesties ond Post's 40°, Bron Flakes 
.. provide wholesome whole-grain nourishment for wartime meavs! 


Ths big seacial offec bangs you one of tame FREE! 


SUT POST TOASTIES ... ae Cae ee or 
ey ager se le ie Diy Nememery Perchoge! 


New York, May 13.—A swing to- 
wards institutional rather than sell- 
ing copy in anticipation of the 
| postwar scramble, characterizes cur- 


Marking General Food Corp.'s first use 
of a coupon in newspaper advertise- 
ments for its cereals, this copy, a one- 
time shot, appeared in full color, full 
pages in several Pacific Coast papers in 


rent advertising of the toilet goods 


i 7 directo 
addition to weekly and comic supple- |ioard ot standards of ihe Toile’ 
ments. In limited areas in the Sou e | ‘ * 4s pas 
advertisement appeared in full color, |Goods Association, asserted here 


| yesterday at the opening session of 
|the group’s two-day convention. 
| While labels and advertising sub- 
' mitted to the board for review are 
| generally very good, said Mr. Goul- 
,den, there are still too many in- 
stances in which misleading state- 
ments and false claims crop up. 
|This is particularly unfortunate 
| now, he said, since demand for the 
products of the industry is greater 
| than the supply. 
| Mr. Goulden cited complaints 


' 
Rules Won't Be 
Postponed-Fly ———_ssunsies (Pv ite Feseral trae 


| copy publicizing the vitamin content 

Washington, D. C., May 13.—)\of cosmetic products. “We do not 
|Chairman James L. Fly today acted | take the position there is not merit 
promptly to dispel any doubts that! to some of the claims that may be 
the Federal Communications Com-| made for vitamins when incorpor- 
|mission will postpone the effective | ated in cosmetic products. Future 
|date of its chain broadcasting} research or that not yet published 


with a 1,500-line version appearing in 
black and white in some papers. Benton 
& Bowles, New York, is the agency. 


Chain Broadcast 


regulations which were upheld this| may show some of the claims to be | 


week by the Supreme Court. 


. : justified; however, the FTC has 
Taking cognizance of 


| 
reports | made complaints and issued cease 


moved back to September, 


and pos- this t * 
sibly later, Mr. Fly said: | of is type. 


| “The enforcement of the os Discusses Container Substitutes 
| broadcasting regulations has _ al- ; i 
ready, as the result of litigation,| Focusing attention on the con- 


tainer and closure problem, which 


been postponed over a year and a, “d rege er th 
|has become more acute during the 


half since they were promulgated 
in their present form. The effec- 
tive date of the regulations is now 
|stayed by Supreme Court order un- 


|that substitute closures have come 
much to the fore. A recent 


| very 
(Continued on Page 46) (Continued on Page 49) 


Last Minute News Flashes 


General Foods to Buy Snider Packing Corporation 

| New York, May 14.— General Foods Corporation is winding up ne- 
gotiations for the acquisition of the assets and business of Snider Packing 
Corporation, Rochester, subject to Snider stockholders’ approval. A total 
of 168,000 additional shares of common stock will be issued by General 


| Foods and exchanged on the basis of four shares for each five shares of 


| Snider stock outstanding. The Snider company will be dissolved. 


Electric Boat Tells New Wartime Story in Dailies 


that the effective date would be|and desist orders against products 


Paper Makers Warned 
to Increase Own 
Sources of Pulp 


By S. R. BERNSTEIN 


New York, May 13.—Surrounded 
by considerable secrecy, the pro- 
jected campaign of United States 
paper manufacturers to increase the 
supply of pulpwood by inducing 
farmers to cut additional quantities 
of wood out of their individual 
woodlots, moved closer to fruition 
here this week. 

The campaign, which will prob- 
ably be formally announced next 
week, is reported to be a substantial 
one, built around advertising in the 
farm press, on the air, and through 
direct mail. In effect, it will be an 
extension of efforts already made 
by the Department of Agriculture 
and the War Production Board to 
induce farmers to cut and market 
more wood for use in paper mills. 

One folder explaining the need 
for this wood, the types suitable for 
such use, and the prices which can 
be secured for it has already been 
distributed to farmers through the 
assistance of the Department of 
Agriculture. 


Handled Outside APPA 


While members of the American 
Paper and Pulp Association are the 
prime movers in the promotional 
venture, it is understood that the 
association itself will play no part 
in the campaign, but that instead 
funds will be raised for a coopera- 
tive campaign outside the orbit of 
the association, and that all details 
will be handled by an entirely new 
organization. 

Executives in the paper-produc- 
ing industries point out that wood 
|pulp is extremely tight now, and 
that inventories are being depleted 
as mills use up stocks of wood in 
producing current orders. This sit- 
uation, they say, can easily be re- 
versed, however, if farmers with 
woodlots can be induced to cut even 
minor quantities of wood for deliv- 
jery to mills. There are estimated 


_past year, Mr. Goulden pointed out| to be 90,000,000 acres of farm wood- 


|land east of the Mississippi alone, 
| with much of this timber of the type 
‘suitable for paper mill use. 

If each farmer with a stand of 
wood could be induced to deliver a 
cord or two to paper mills, the 
|shortage of wood pulp caused by 
labor shortages in the Northwest 
and other areas from which a sub- 
stantial portion of commercially- 
cut wood comes would be more than 
|compensated for, the industry be- 
| lieves. 


Farm Supply Vital 


Farm-operated wood has always 
} been an important factor in paper 
production, especially in the South, 


| New York, May 14.—After switching agencies from Paris & Peart to where mills normally depend on 


Gotham Advertising Company, New York, the Electric Boat Company, 
| Bayonne, N. J., maker of Elco PT boats, has released a 1,500-line insti- 
|tutional advertisement in six New York newspapers outlining the latest 
‘triumph of its boats in sinking a Japanese submarine. A large scale in- 
| stitutional drive will soon be launched. 


Tide Water Starts New Magazine Series 
New York, May 14.—Beginning May 19 Tide Water Associated Oil Com- 


|pany will launch a series of full-page, four-color advertisements in Col- | 


lier’s, Life and The Saturday Evening Post, telling how the oil industry 
|is contributing to the war effort. Lennen & Mitchell, New York, handles 
the account. 


‘Pinkham Named Radio Director for Erwin, Wasey 


New York, May 14.—Charles H. Pinkham, who recently joined Erwin, 
Wasey & Co., New York, as a vice-president, will take over temporarily 
as radio director of the agency, succeeding Edward J. Fitzgerald 


Risco Heads Y&R Latin-American Unit 

New York, May 14.—Ovid Risco, formerly advertising manager of the 
International Division of RCA Victor Company, Camden, N. J., has been 
appointed manager of the Latin-American department of Young & Rubi- 
cam. 


farmers for about 30% of their 
| wood. If farm production can be 
| stepped up considerably, the mills, 
|now operating under manufactur- 
\ing limitations laid down by WPB 
which restrict them, in general, to 
90% of their 1941 production, be- 
|lieve they will be able to convince 
|WPB that production restrictions 
are unnecessary. 

Paper mills in this country are 
now operating at about 89% of 
capacity—a high figure—but consid- 
‘erably below that of other years, 
when production has gone as high 


as 104 or 105% of rated capacity. 
Board mills are currently hitting 
94% of capacity. 

U. S. paper mill production hit 


a high point of 17,300,000 tons in 
1941, the base year, and about 
16,600,000 tons last year. The most 


important segment of the total is 
board, which aggregates about 
8,000,000 tons, the second most 
important being wrapping paper, 
totaling about 3,000,000 tons. Print- 
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ADVERTISING AGE 


ing papers of various kinds (but) 


not including newsprint, most of 
which is imported from Canada) 
total about 2,600,000 tons, and writ- 
ing papers 800,000 or 900,000 tons. 

An indication of the serious situa- 
tion with reference to pulp may be 
gleaned from the WPB notice of 


May 1 to pulp and paper mills, 
reporting a serious shortage of 
southern unbleached kraft pulp, 


necessitating action to shift inven- 
tories in some cases from one mill 
to another so as to insure a 20-day 
inventory of unbleached kraft on 
June 1. This is a dangerously low 
inventory. And in general, the 
same situation applies to other types 
of paper bases. 

Because of this situation, WPB is 
encouraging the development of 
additional sources of supply by the 
industry. In fact, in his letter of 
May 1 to the industry, David Gra- 
ham, administrator of the pulp and 
paper division, made a direct plea 
for such action. 


Increasing Need 


“Direct war and essential civilian 
uses continue to require increasing 
amounts of paper and paperboards 
of all kinds, despite decreasing sup- 
plies of pulpwood and wood pulp,” 


he said. “The War Production 
Board, in collaboration with other 
government agencies, is making 


every effort to maintain or increase 
the supplies of these essential com- 
modities. It believes that with the 


May 17, 1943 


cooperation of the industry this can 
be accomplished. It therefore urges 
every pulp producer to make the 
utmost possible effort to increase 
his own pulpwood supply. 

“Unless the supply of pulpwood 
and wood pulp can be increased 
substantially, or the industry can 
develop ways and means of increas- 
ing the utilization of waste paper 
and other secondary fibres, consum- 
ers of wood pulp will unquestion- 
ably be faced with serious but 
necessary further reduction of their 
already dangerously low pulp in- 
ventories, and further curtailment 
of their operations, in order to 
insure adequate supplies of essen- 
tial war products and equitable 
treatment for all branches of the 
industry.” 


Plea Directed to Farms 


An initial move in the direction 
of securing pulpwood from farms 
was made during March by the 
Eastern Corporation, manufacturer 
of fine writing papers, which took 
a full page in the Daily News, 
Bangor, Me., to urge greater pro- 
duction of pulpwood from thickly 
wooded farm lands. 

Eastern’s advertisement empha- 
sized extracts from a recent WMC- 
Department of Agriculture bulletin 
defining pulpwood cutters as eligi- 
ble for draft deferment under the 
16-war-unit plan, and also asserted 
that “we will pay top prices for all 


local farm pulpwood cut, peeled and 
delivered.” 


OUTPUT OF NEWSPRINT 
IS CALLED ADEQUATE 


New York, May 13.—Newsprint 
manufacturers can maintain a pro- 
duction rate that should assure U. S. 
newspapers of adequate supplies on 
the present consumption basis until 
July of 1944, Richard J. Cullen, 
president of International Paper 
Company, asserted here yesterday. 

He told company stockholders 
that earnings for the first quarter 
were $2,023,118, as compared with 
$2,469,895 in the like 1942 period. 


The company’s American mills are) 


operating at about 90% capacity and 
the Canadian mills at about 65%. 
Following the stockholders’ meet- 
ing, Mr. Cullen was elected chair- 
man of the corporation, a new post; 


dent, was elected president. 


G. M. Promotes Welch 


R. W. Welch has been appointed 
assistant director of General Mills’ 
Department of Public Services. He 
will be in charge of administration, 
layout, copy, artwork and budgets 
pertaining to the company’s insti- 
tutional program. Mr. Welch joined 
General Mills in 1930, and prior to 


N. Y. Licensed 
Newsstand Ban 
Hits 11 Magazines 


New York, May 12.—In keeping 
with Mayor La Guardia’s policy 
forbidding the sale on newsstands 
of periodicals considered non-mail- 
able, License Commissioner Paul 
Moss this week closed the city’s 
licensed newsstands to 11 magazines 
after Frank C. Walker, Postmaster 
General, revoked their second-class 
mailing privileges. 

The magazines were: Adventure 
Stories, All Story Love, Best Love, 
Close-Up, Dan Turner Hollywood 
Detective, Judge, Rare Detective 
Cases, Speed Adventure _ Stories, 
Speed Detective, Spotlight Detec- 


| ; 2 - 
and John H. Hinman, vice-presi- | %* Cases, and Uncensored Detec 


tive. 


‘Middleton to Garrison: 


Made Vice-President 


Brooks Middleton, formerly with 
Schwimmer & Scott, Chicago, has 
joined W. W. Garrison & Co. as vice- 
president of the Chicago agency. 

Prior to his association with 
Schwimmer & Scott, Mr. Middleton 
was with Lord & Thomas, Blackett- 


his new appointment was assistant | Sample-Hummert, Critchfield & Co., 
advertising manager in charge of | and Beaumont & Hohman, and also 


Gold Medal, Kix, 
Betty Crocker soup advertising. 


Bisquick and|was copy chief in the New York 


office of Campbell-Ewald Company. 
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New Advertising j 
Agency Formed by 
Weston Hill 


New York, May 12.—Weston jj) 
for many years a copywriter an 
| creative executive with Ruthrauf & 
| Ryan, Blackett- 
| Sample - Hum- ee 
_mert and H. W. @ 
Kastor & Sons, @& 
has formed his 
own advertising 
agency at 250 
Park Ave., to be 
known as Hill 
Advertising, Inc. 

Although Mr. 
Hill was not 
ready to reveal 
the identity of 
the accounts on 
the new agency’s 
books, he re- 
| ported today that new products an¢ 
processes will be emphasized in the 
plans of the agency, with specia) 
attention to servicing package ac. 
counts and accounts in the liquo; 
field. 

Definitely docketed for early cam- 
paigns through the new agency are 
four varied products, specifically 
soap, vitamin, farm feed and a de- 
hydrated soup, it is reported. 

Staff personnel, accounts and 
other pertinent data are expected to 
be revealed shortly. 


‘Share Your Rifle’ 
Urges Mossberg; 
Resumes Schedule 


Weston Hil! 
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ADVERTISING CAN OPEN THAT DOOR! 


Cooling your heels on the door step of present 
and postwar business need not be your lot. Open 
up that door to Good Neighbor business by keep- 
ing your name fresh—for the duration—in the 
minds of Latin America's most influential buyers. 
On the pages of *BPIC Specialized Export Publi- 
cations your name and product reach the men 
who buy for the twenty nations south of the Rio 
Grande ... the men who supply 125,000,000 peo- 
ple with the wanted merchandise North American 
industry has to offer. 


New York, May 14.—O. F. Moss- 
berg and Sons, New Haven, Conn 
peacetime manufacturer of rifles, 
shotguns and allied equipment, has 
resumed its institutional advertising 
on the “Share Your Rifle with Yow 
Neighbor” theme, introduced the 
last quarter of 1942. 

Insertions, currently appearing in 
May issues of outdoor and sports 
magazines, urge citizens to become 
proficient in the use of small arms, 
and since the company’s production 
is practically 100% diverted to mili- 
tary requirements, advise that am- 
munition is made available by 
proper government departments 
through the National Rifle Associa- 
tion. “Join or start a local rifle 
club—now!” copy reads. 

Full, half and one-third page 
advertisements are being used. J. M 
Hickerson Inc., New York, is the 
agency. 


Budd Company to Use 
Foreign Newspapers 


Beginning this month and con- 
tinuing into 1944, Edward G. Budd 
Mfg. Company, Philadelphia, wil! 
advertise in 22 European news- 
papers to describe its plans fo! 
stainless steel, streamlined railroad 
equipment, auto body parts and alr- 
craft after the war. 

The schedule calls for three in- 
sertions each month, varying from 
200 to 400 lines, with a total of 12 
insertions, using papers in Portugal, 
Spain, and Sweden, in cooperation 
with the OWI. Lewis & Gilman, 


Beyond that door lies an even busier future for 
U. S. manufacturers—a postwar activity in which 
North America’s famous manufactures will ring 
the bell with unprecedented profits. *BPIC Maga- 
zines spread the "Welcome" mat for the business 
man who builds confidence today for tomorrow's 


Philadelphia, is the agency. 


Make your trade name, your product a 
familiar and friendly one NOW. 


*BPIC Special- 


ized Export Publications cover five great fields— 
the drug, engineering, industrial and construction 
markets in Latin America, and the automotive 


field throughout the world. 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK CITY 
(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


GENIERIA 
INTERNACIONAL 


jupusTRia 


TH tomobile 


FE isericame 


\ 


FARMACEUTICO 


published monthly in Span- 
ish, circulates to the Latin 
American INDUSTRIAL 
fleld 


published monthly in Span- 
ish, 
American 
tield 


circulates to the Latin 
CONSTRUCTION Asia. 
Oceania. 


ublished monthly 
ish and circulating to the 
AUTOMOTIVE TRADE 
Africa, Burope and 


in Eng- 
in 


Latin America. 


published monthly in Span- 
ish and circulating to the 
AUTOMOTIVE TRADE 


published monthly in Span- 
ish and circulating to the 
DRUG TRADE in Latin 
America. 


in 


Selling Women While 
They’re Young 


Published by GIRL SCOUTS 
155 E. 44th Se., New York 


Member of 
THE YOUTH GROUP 
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200,000 ABC! 
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| Your Post-War Market 


in the Institutional Field is made up of these 
Mass Consumers of Equipment, Food Products 
and other institutional supplies: 


@ HOTELS 

@ HOSPITALS 

@ SCHOOLS 

@ RESTAURANTS 

@ INDUSTRIAL CAFETERIAS 
@ COLLEGES 

@ HOMES and ASYLUMS 
@ YMCA’s and YWCA’s 

@ RAILWAY SYSTEMS 

@ STEAMSHIP LINES 

@ PUBLIC BUILDINGS 

@ and OTHER INSTITUTIONS 


n and . . . FOR THE DURATION OF THE WAR— 
9 in addition to its regular circulation, INSTITU- 
7 TIONS Magazine is being sent to the ee 
, Quartermasters in the Army, Supply Officers in 
the Navy, Post Quartermasters in the Marines, 
Purchasing Officers of the U. S. Maritime Commis- 
sion, Purchasing Engineers of Procurement Offices, 
Superintendents of Veterans’ Hospitals, Purchasing 
Agents for Bomber and other Industrial Plants, 
Managers of Industrial Cafeterias, Operators of 
Army Post Exchanges, Military Schools, and others 
engaged in the war effort. 


INSTITUTIONS Magazine for months past 
has been conducting a survey to determine 
post-war planning of representative insti- 
tutions . . . many of these plans are actually 
completed and merely await the release of 
materials, others are in the development 
stage. The general results of this continu- 
ing survey will be available upon request to 
manufacturers or their advertising agencies. 
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MANUFACTURERS who are serving... 
or who are planning to serve . . . the institutional 
field need not wait until the post-war era to enjoy 
the benefits of a market which today is assuming 
post-war proportions. That market exists right 
now in the institutional field. lt comes from mass 
feeding and mass housing as provided by both 
government operated and privately operated 
institutions. 

The institutional market was huge before the war. 
It is huge today and it will be even greater when 
the war is won. Even now it exceeds 6!/, billion 
dollars. 

Manufacturers who are advertising to the institu- 


tional field today are not only enjoying the ben- 


efits of this huge mass feeding and mass housing 
market... they are building for themselves a pre- 
ferred position in this mass consumer market of 
the post-war period. This is a market which will 
be augmented by new construction, expanding 
facilities and large scale remodelling and replace- 
ments, many of which even now are definite and 
beyond the planning stage. 

For complete details on this mass consumer mar- 


ket and for further information on INSTITU- 
TIONS Magazine... 


ing all related divisions of the huge institutional 


. the only publication reach- 


field .... consult your advertising agency or write 
to INSTITUTIONS Magazine, 1900 Prairie Ave- 
nue, Chicago, Illinois. 
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AFM, Transcription 
Companies Fail to Agree 

New York, May 14.—Representa- 
tives of electrical transcription com- 
panies and the executive board of 
the American Federation of Musi- 
cians headed by James C. Petrillo, 
meeting here yesterday in an effort 
to end the musicians’ ban on re- 
cordings, were able to agree upon 
only one thing—that they had 
reached an impasse. 

While there is no dispute between 
the union and employers on general 
subjects of wages, hours and work- 
ing conditions, the only basis on 
which the federation is prepared to 
return to work is with the limita- 
tion that recordings be withheld 
from broadcast by stations deemed 
at any time unfair by the AFM. The 
transcription companies rejected 
this demand because of station and 
customer relations and its doubtful 
legality. The meeting adjourned 
with the understanding that the 
transcribers would be available for 
further sessions when the federation 
had new proposals to make which 
did not involve the boycott prin- 
ciples. 


Barrett Adds Duties 


Paul V. Barrett, advertising man- 
ager of International Correspond- 
ence Schools, Scranton, Pa., has 
been appointed director of the mail 
sales department. He will also con- 
tinue to handle advertising. 


Point of Purchase 
Institute Keeps 
Up Wartime Task 


Chicago, May 11.—Display pro- 
ducers will fill all possible orders | 
but their policies and procedures 
must of necessity remain in doubt 
for the duration of the war, it was 
agreed here this week at the third 
annual meeting of the Point of Pur- 
chase Advertising Institute. 

Institute members, including 
manufacturers and merchandisers 
of window displays and other store 
material, have abandoned extensive 
research activities for the length of 
the war. The institute will be main- 
tained, however, with the aim of 
giving all possible assistance to 
advertisers in meeting display needs 
under war conditions. It now main- 
tains a mailing list of about 800, 
about the same as last year at this 
time; is supplying the WPB with 
figures on the monthly volume of 
display material produced nation- 
ally, containing war theme copy, 
wartime appeals or any reference to 
the war; and is preparing the third 
issue of its new publication, “Mer- 
chandising Facts.” 2 

Officers and members of the insti- 
tute, who met in conjunction with 
the Lithographers National Associa- 
tion conference here this week, 
issued a report which declares that 


despite difficulties growing out of 
the war “the medium of store dis- 
play, or point of purchase advertis- 
ing, has again been advanced during 
the year toward a more favorable 


| position in the minds of advertisers 


and in the merchandising picture, 
and its use is on a more intelligent 
and more effective basis as the 
direct result” of coordinated, con- 
tinued planning. 

Direct testimony and case _his- 
tories are cited to show how the 
institute is doing its wartime job 
for advertisers and suppliers, in- 
cluding examples in toilet goods, 
liquor, drug, food, beverage and 
candy fields. 


Maxin Joins Kastor 


David J. Maxin, formerly mer- 
chandising director of Smith, Kline 
& French, Philadelphia, and more 
recently president of the Retailers 
Merchandising Club, merchandising 
division, also of Philadelphia, has 
joined H. W. Kastor & Sons Adver- 
tising Company, Chicago, as drug 
merchandising director. His work 
with the agency will include trade 
relations, field research and new 
product development. 


Dieck Joins Kudner 

Charles Dieck, for the past seven 
years with McKee & Albright, Phil- 
adelphia, has joined the service staff 
of Arthur Kudner, Inc., New York. 


BAY CITY Gets New 


$38,000,000 Navy Contract 


7 A BOOTH Newspaper MARKET 


Through the largest Navy con- 


tract ever awarded to an 


shipyard, the Defoe 


Co., of Bay City, is now building 
62 sub chasers, valued at $38,000.- 
000. This brings Bay City’s total 
shipyard awards to $60,000,000. 
For the next two years, this one 
Bay City employer alone will have 


a weekly payroll of approximately 


$150,000. 


a 
‘ Sch 
(rama) 


i 


inland 


Shipbuilding other Booth 


City Times, 


EK. Lutz, 435 


Chicago. 


Bay City, 


42nd Street, 


with retail sales up 


20°. compared to last year, is an- 


Newspaper Market— 


covered practically home by home 
by the Bay City Times. 
For further information on the 


Bay City Market, and the Bay 


eall 1. A. Klein, 50 E. 
New York, or John 
N. Michigan Avenue, 


AFRA Ban on Army 
Show Puts Other 
Programs on Spot 


Crackdown on ‘This 
Is Army’ May Affect 
Other Service Shows 


| New York, May 12.—Liggett & 
Myers’ projected sponsorship of 
Irving Berlin’s “This Is the Army” 
over the CBS network was knocked 
into a cocked hat this week by a 
decision of the American Federation 
of Radio Artists and simultaneously 
a cloud developed over a number 
of existing shows which utilize 
members of the armed forces as 
talent. 

AFRA has previously permitted 
members of “This Is the Army” to 
appear on the Lux Radio Theater 
and the All Star Vaudeville Show 
for one-time broadcasts, which the 
federation’s code permits. However, 
the proposed four-week appearance 
of the all-soldier show under Ches- 
terfield sponsorship, which would 
have begun May 25, with three 
additional broadcasts, brought im- 
mediate action by the federation. 

Lawrence Tibbett, president of 
AFRA, declared that while none of 
its members ever refused to do any- 
thing for the Army, “there are 
much better ways of raising a few 
paltry thousands.” 


Stick to Code 


The broadcasts would have brought 
about $40,000 into the coffers of the 
Army Emergency Relief, a consid- 
eration to which AFRA gave much 
thought in making its decision nul- 
lifying the show. The federation 
pointed out that while it was not 
opposed to any show that would 
aid servicemen’s relief funds, “they 
saw no reason to waive the provi- 
sions of the AFRA’s code of fair 
practices, which applies to all com- 
mercial programs that advertise 
products.” 

Despite the foregoing, there are 
numerous sponsored broadcasts that 
do advertise products and consist- 
ently use servicemen in programs, 
none of which have heretofore irri- 
tated AFRA to the extent noted in 
this latest action. Such shows as 
“Stage Door Canteen” and “Screen 
Guild Theater,’ purely commer- 
cial programs promoting consumer 
products, carry on with scripts writ- 
ten into their shows to be read at 
the cued time by servicemen, who 
therefore become part and parcel of 
the broadcast. 

Another commercial show featur- 
| ing soldier talent is the Ginny 
|Simm’s telephone session (Philip 
| Morris) on NBC, while other com- 
|mercial programs on this network 
| featuring servicemen during part of 
|the show are “Dr. I. Q.,” Battle of 
the Sexes, Bob Hope, Kay Kyser 
|and Truth or Consequences. 


Other Shows Comparable 


The Hall Brothers (greeting 
cards) former sponsorship of a pro- 
gram built around an all-Navy pres- 
entation originating at Great Lakes 
Naval Training Station over the 
| Blue Network was the most nearly 
comparable show to that banned by 


AFRA,. The Hall Brothers sponsor- | 


ship of this show ended last Friday. 
It is to continue as a Blue sustainer. 


|The program, broadcast Fridays at} 


8:30 p. m., EWT, actually is “piped 
out” from the naval station, where 
only non-union musicians play. 

“True or False,” (J. B. Williams) 
is another Blue program frequently 
featuring servicemen. 

The Mutual network carries such 
|sustainers as “This Is Fort Dix,” 
}and “Pass in Review,” all-soldier 
shows, but here, of course, the com- 
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First Compulsory Employmen; 
Transfer Order 


NOTICE TO CERTAIN EMPLOYERS 
ND EMPLOYEES 


for interview aot beter 
Employment and Selective Service Office. 


Nano 
Repula- 
fom, w are presently employed 
specified non-emential employ ments 
B. EMPLOYMENTS COVERED BY 
THIS ORDER: a 
Men, of the specified categories. are given. 
covered if now employed im any of 
the follow ing industries: 


bostruments. 


(1) walter, taxi driver, elevator epere- M directed to wansfer wo employ mrs 
tor, hotel bell bey, wervemt; subsequent v m 

(2) amy occupation in or directly ase «objects, enter appeal with ‘ 

ha! with entertaiament, inch Referees, w sth: of nm 
bet set rest te theatres, film direction. 


yf. Pemaltion ia Case of Employers 
Penalties are provided for s 
wer who retains 


, guide service; shoe shining. 


C AGE AND MARITAL CLASSES OF 
MEN COVERED BY THIS 


(eo) Leery man 
from 1917 te 192 
has reached age 19. 


bern in emy peer 
4 Minclusive) whe 5 


than May 19h, 194). Men bw 


Men referred 00 above mast present documents at the employment of) 4, 
irdicaimg compliance wah Mobvanon Reguisnons 


Thought to be the first advertisement of 
its kind, issued to give instructions on the 
first compulsory employment transfer or- 
der, is this newspaper copy placed by 
Canada's Department of Labor, Ottawa. 


mercial advertising element does 
not exist. 

Radio circles predicted that the 
union’s decision might have con- 
siderable effect on other commercial 
shows built around soldiers. “I 
don’t think mothers of boys fighting 
in North Africa would feel very 
pleased knowing that the sons of 
other mothers were engaged in 
helping the sale of a competitive 
product,” Mrs. Emily Holt, execu- 
tive secretary of AFRA, said in ex- 
plaining the action of the union’s 
executive board. 

The union’s decision met with the 
approval of A. L. Berman, president 
of This Is the Army, Inc., the 
Army-controlled concern set up to 
administer the show’s finances. 

“We agree with the AFRA posi- 
tion,” said Mr. Berman. “If it were 
a purely Army show we know 
AFRA would be the first to cooper- 
ate.” 

The deciding factor in the board's 
decision, said Mrs. Holt, was the 
realization that the cast of “This Is 
the Army,” working for regular 
Army pay, would be promoting 4 
venture that would mean “substan- 
tial profits” for CBS and its affil: 
ates, and national advertising fo 
the sponsor’s product. 

“We feel that soldiers and sailors 
ought not to be asked to sell so: 
or any other product,” Mrs. Holt 
declared. 


A new War Department directive 
clarifying the status of actors, sin: 
}ers and other talent now in unifor 
covering radio, art, music, vaud: 
ville, sports and the show busine 
in general, is expected to be ma 
public in the near future. 


Warner to Quaker Oats 


Peter B. Warner, formerly wit 
the research staff of Leo Burne! 
Company, has joined the advertisi! 
and marketing research division ‘ 
the Quaker Oats Company, Chicag 
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ADVERTISING AGE 


Work Injury is a ruthless enemy within, always on the job in our war 
plants, working overtime on the day shift, on the night shift to sab- 
otage production. Here is one year's casualty list—19,000 killed, 
2,000,000 wounded, 250,000,000 man-days lost—enough to build 
500 destroyers, 260,000 tanks, 20,000 Flying Fortresses. 


Advertisers who want a strong 
link with the wartime public, ad- 
vertisers who plan now for to- 
morrow, can increase the score 
against this menace to industrial 
manpower, can make their serv- 
ices to the nation a part of the 
vision of management and labor 
and of all other people who live and work in war-plant communities. 


Advertisers can place their names on theatre screens in the cities and 
towns of industrial America—as sponsors of the first and only Job 
Safety motion-picture advertising campaign — produced under the 
supervision of the U. S. Department of Labor and its National Com- 
mittee for the Conservation of Manpower in War Industries—a 


committee staffed by 600 volunteer top-flight industrial safety engi- 
neers. 


Advertisers interested in preferred coverage before this campaign 
is offered for general sponsorship should wire collect for a Screen 
Broadcasts representative to call. Films can be seen, if request for 
screening is included in wire. 


Verne Zimmer, director, Labor Standards Division, U.S. Department 
of Labor, says, ''l believe that our Screen Broadcasts Job Safety 
Campaign will be tremendously effective in arousing safety conscious- 
ness among America's war workers, by dramatizing the basic prin- 
ciples of safe work practices". 


Campaign Facts 


Can reach potential weekly audience 
of 80,000,000 by sight, sound, action 
in ONE medium. 


Provides 12-month schedule of 26 
subjects—one screened every other 
week at every performance during 
week—screening guaranteed. 


Can be sponsored nationally, section- 
ally, oe apc selects commu- 
nities, theatres — sponsor's message 
ends each subject. 


No production cost—low distribution 
rates cover everything. 


Write for Job Safety Campaign 
guide book. 


Campaign Subjects 


STYLES FOR SAFETY (Women at 
War}—Why and how of hair, feet, 
eye protection; do's and don'ts of 
clothing, jewelry, lifting. 

TOOLS ARE TAME—Safe ways to 


handle hammer, screw driver, wrench, 
chisel, file. 


MUZZLED MACHINES—Taking bite 
out of lathe, plane, drill, power saw, 
milling machine. 


HORSEPLAY VS HORSESENSE — 
Correct conduct with air hose, 
around machine, in washroom. 


PURELY PERSONAL—Sanitation on 
and off job, safety in home and on 
street, logic of correct diet. 


SCREEN BROADCASTS «x International Bldg., Washington, D. C. 


“The National Network of Theatre Communication” 


DISTRIBUTED—In Southern, Atlantic and New England States by Motion Picture Advertising Service Co., Inc., New Orleans, Louisiana 


In Northern, Mid-Western and Western States by United Film Ad Service, Inc., Kansas City, Missouri 
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Renegotiation 
Exemptions Will 


Increase—Truman 


Asks for Complete 
Industry Aid at 
War Conference 


By RALPH O. McGRAW 


Cincinnati, May 13.—The war 
contractor who delays renegotiation 
in hope that the law will be re- 
pealed or that the renegotiators 
will be more liberal at a later date 
cannot profit from continuing such 
an attitude, Sen. Harry S. Truman, 
chairman of the Senate special 


committee to investigate the war | 
program, told the closing session of | 


the Triple Mill Supply War Con- 
ference here yesterday. 


Many patriotic war contractors 


Typewrite Copy to FIT, 


without bother of counting words! 


Handy chart simplifies copy fitting. Merely set 
typewriter as indicated on chart and 8-pt., 
10-pt. and 12-pt. copy goes line-for-line as 
you type it. Your copy blocks will FIT! Espe- 
clally fine for newspaper work. Money back if 
not pleased. Place one by every typewriter. 
Per chart $1.00. Gordon Smith Advertising 
Service, Liberty Building, Yakima, Wash. 


already have recognized and con- 
scientiously assumed the responsi- 
bility for tailoring their own profits 
on war business to rates which can 
be clearly defended as fair in the 
“court of public opinion,” and of- 
fering voluntary refunds of any ex- 
cess, he told the meeting. As soon 
as that attitude becomes general 
and war contractors learn from ex- 
perience that it pays, both in per- 
sonal satisfaetion and in dollars, to 
cooperate, the burden of renegotia- 
tion will be minimized both for 
business and for government, he 
asserted. 

“We believe,” he continued, “that 
as more experience is available 
with war production contracting, it 
will be possible in the future to 
exempt increasing numbers of prod- 
ucts from the renegotiation proce- 
dure. The administrators have au- 
thority under the present law to 
make such exemptions and have 
assured the committee of their in- 
tention to do so as rapidly as pos- | 
sible. All departments concerned | 
with renegotiation have already | 
recommended increasing the ex-| 
emptions in the law to eliminate 
from renegotiation those contractors | 
having less than $500,000 a year in| 
war business and this committee 
concurs in that recommendation.” 


To Continue Investigation 


The committee, he said, has had 
the cooperation of contractors as 
well as of the Price Adjustment 
Board in studying the effects of re- 
negotiation and it expects to con- 


tinue its investigation so that any 
future mistakes or abuses may be 
corrected as soon as possible after 
they occur. The senator had ex- 
plained that the function of the 
committee is to uncover and check 
malpractice on the part of both 
government and manufacturers to 
assure the lowest possible cost of 
the war effort in material and lives 
in keeping with expediency. 

The three-day conference was 
the annual joint meeting of the 
American Supply & Machinery 
Manufacturers’ Association, Na- 
tional Supply & Machinery Dis- 
tributors’ Association, and _ the 
Southern Supply & Machinery Dis- 
tributors, representing the produc- 
ing and distribution system of the 
country which has equipped and is 
keeping operating the nation’s war 
plants. The attendance was per- 
haps the greatest in the history of 
the association. Joint and separate 
sessions considered problems of 
government regulations, manpower, 
personnel training, procurement, 
customer relations, postwar plan- 
ning, and cancelation of war con- 
tracts. 


Tells Work of Hardware Unit 


Philip N. Russell, chief, hardware 
and mill supply unit, OPA consumer 
durable goods branch, cautioned dis- 
tributors and manufacturers to buy 
only from reputable companies at 
ceiling prices. He said OPA may 
set specific maximum prices on 
certain hardware and supply items, 
both for manufacturer and dis- 


PTESTED WPIMES AVIERS 
for Understaffed Offices 


Desk a "JUNK HEAP"? 


Desk so piled with details this 
morning you didn’t know where to 
start? Then you can use some of 
the ideas in Hammermill’s “Recipe 
for an Orderly Desk.” Written by 
William Feather, this book will 
help you organize your day’s work 
by showing you helpful times to put 
things down in writing. Reminds 
you what to do and when, simpli- 
fies routing of information, elim- 
inates interruptions, gets rid 

of details. Free. \ Check No. 1 


New Manual of Wartime 
Paper Information 


Pocket-size, 24-page, conveniently 
indexed book of the Hammermill 
papers available under wartime 
paper-manufacturing _ restrictions. 
This new Manual of Paper Infor- 
mation is an invaluable aid and 
time-saver. It tells what grades, 
what colors, what finishes, what 
weights, what sizes you can 

get now. Free. Check No. 3 


TO HELP YOU ANSWER 


TODAY'S MAIL TODAY 


Unanswered letters irritate customers, delay 


decisions, upset office routine. If your desk is 
cluttered with mail demanding an answer, 


Hammermill’s little book, “Very 
Yours,” 


handle more work faster. Free. 


V Check No. 2 


SALESMEN STALLED | 
By Gas Rationing? 


Stepping up direct mail to off- 
set sales manpower shortages? 
Turning to direct mail to help 
hold markets and create post- | 
war desires? Then you'll want 
Hammermill’s kit, “7 Timely | 
Ways to Personalize a Com- 
pany Letterhead.” Shows how 
to replace missing sales and 
personal contacts. Add the 
warmth of a handshake to let- 
ters— make your customers 
realize you are still close to 
them—remind them you'd call | 
in person if you could. Free. 

v Check No. 4 


NEED LIGHTER WEIGHT PAPERS IN YOUR PRINTED PIECES? 


| 


There is a light weight paper that prints without objectionable show- 
through, that takes halftones and color work, provides good readability 


of text matter—even has a good surface for pen written signatures and 
It is Hammermill Opaque. 


notations. 
letters, folders, bulletins, catalogues. 


See specimens of illustrated 
Free. V Check No. 6 


. sm ---~ 
3 it 


Here's the first rule 
of a well-run office 


Get a supply of these 


will help you get out from under the 
load. In this book, by Robert E. Ramsay, is 
a tested plan for speeding up correspondence, 
routing important letters, organizing files to 


| Hammermill Paper Company, 
Erie, Pa. 


Please send me, free, the business 
time- savers checked: 


Promptly 


QUICK WAY 


Use these handy layout and order 
sheets. They save time, eliminate 
errors, cut down expensive au- 
thor’s alterations. They include 
guide sheets to help you in de- 
signing or revamping printed 
forms. Free. v Check No. § 


A COLLECTION OF 


COLORFUL 


DISPLAY PRINTING 


Do you have occasions to get out 
posters, window pieces, mailing 
folders? Then you want to see this 
wartime collection of commercial 
specimens on Hammermill Offset, 
printed on different weights, fin- 
ishes, and in two, three and four 
colors. Free. \ Check No. 7 


|tributor and take into consideration | 
‘freight rates and other regional | 


factors. Where these cannot be set 
\in dollars and cents, a margin freeze 
|might be used on the basis of pre- 
| war margins. 

Distributors were asked to make 
broader and more frequent use of 
PD-1X applications for replenish- 
ing their stocks depleted through 
small sales. R. C. Neal, chief WPB 
industrial and supplies section, ad- 
vised that a new PD-1X form of a 
size which may be used in a type- 
writer is being developed and may 
be expected shortly. The WPB also 
is working out a plan to facilitate 
the distributor’s supply problem 
whereby a manufacturer may set 
aside a definite percentage of his 
output for civilian use through dis- 
tribution outlets. 


Manpower is a problem in the | 


industrial distribution field and dis- 
tributors are not hopeful of getting 
relief from the War Manpower 
Commission. Regardless of the fact 
that much technical knowledge and 
skill is needed by industrial distribu- 
tor service men and is being widely 
and extensively used by war plants 
to help solve operating and produc- 
tion problems, the WMC has neither 
designated the industry as essential 
nor nonessential. This_ situation 
places the decision in the laps of 
local draft boards, which in most 
cases have been unsympathetic with 
the distributor’s problem. Defer- 
ments are given in some instances 
to enable training of replacements 
where available, but frequently 
these are of too short duration to 
meet the requirements. 


Selling Job Urged 


| Distributors were urged to do a 
|better job of selling their essenti- 
|ality both to government and indus- 
|try. Nathaniel G. Symonds, chief, 
| WPB industrial and hardware sup- 
_plies branch, said the wholesale and 
/retail trade branch is trying hard 
|to sell WPB on this matter and 
pointed out that the tag of middle 
man should be removed from the 
| industrial distributor because of his 
|true importance in the distribution 
system. This function, he said, 
is taken too much for granted and 
if it had not been for the distribu- 
tors’ service all the production in 
the world would not have equipped 
and placed into operation the war 
machine this country now operates. 
Furthermore, he said, without the 
services of industrial distributors, 
many small manufacturers would be 
unable to function economically. 
The tool situation is still tight in 
most classifications, Franz T. Stone, 
chief, industrial specialties branch, 
WPB tools division, informed the 
|meeting. Some relief is seen in the 
|move to reallocate inventories in 
plants which have become immobil- 
ized due to cut-backs or cancela- 
tions in war contracts. Some dis- 
|tributors are rendering a clearing 
ocalt for this work and in other 


localities it is being done through 
WPB offices. 
Seek Uniform Clauses 

Distributors are giving consider- 
|able thought to the problem they 
face incident to cancelation of war 
contracts. The WPB is working to 
affect uniform cancelation clauses 
j;and effort is being made to have 
| these protect the distributor as well 
as the manufacturer supplier. Some 


a, 


STAY PUT PLEA 


EMPLOYMENT STABLIZATION FL | 


: < 


= | 


WAR MANPOWER COMMISSION 


To help make its war plants impregnable 
against pirating, undue migration, ab- 
senteeism of workers, excessive turnovers 
and to promote the orderly transfer of 
personnel when necessary, the Bridge- 
port, Conn., Manufacturers Association 
last week placed this advertisement in 
the Bridgeport Post, headlined “Employ- 
ment Stabilization Plan for the Bridge- 
port Area.” Note that it is signed by 
the War Manpower Commission. 


over-Mast Corporation, told how 
the British have pooled their infor- 
mational and material resources to 
achieve their greatest output. He 
said plans are now being perfected 
for free exchange of information 
and data on production methods be- 
tween the United Nations. Mr. 
Conover acknowledged the need for 
reasonable postwar planning but 
said that the engineering and pro- 
duction manpower which is needed 
to produce war supplies must not be 
permitted to switch to development 
of “gadgets.” 


Cooperation Cited 


John J. Welch, editor, Mill Sup- 
plies, who studied England’s indus- 
trial distribution system, emphasized 
its objectivity. There is no more 
regulation than absolutely necessary 
in England, he reported, and for 
that reason the people are willing 
to go along with government to 
achieve their common objective. 
Manufacturers ‘are permitted to 
choose their own methods of dis- 
tribution, concentration being con- 
fined to manufacturing. Mr. Welch 
urged industrial distributors to 
watch moves to eliminate them and 
declared that members of the indus- 
try must remain in Washington af- 
ter the end of the war to protect 
their interests. 

A. A. Murfey, Cleveland File 
Company, Cleveland, was elected 
president of the American Supply & 
Machinery Manufacturers’ Associa- 
tion for the ensuing year. Other offi- 
cers elected are: first vice-president, 
F. T. Tone Jr., Carborundum Com- 
pany, Niagara Falls, N. Y.; second 
vice-president, Robert D. Black, 
Black & Decker Mfg. Company, 
Towson, Md.; treasurer, C. F. Con- 
ner, B. F. Goodrich Company, 
Akron, O. 

A. J. Glesener, The A. J. Glese- 
ner Company, San Francisco, was 
elected president of the Nationa! 


| distributors now are accepting can-|Supply & Machinery Distributors’ 


| 
| 


suppliers. 
Harvey Conover, president, Con- 


celation clauses on orders only on| Association. Alvin M. Smith, Smith- 
the basis of what their experience |Courtney Company, Richmond, V2., 
in this respect may be with their| was picked to lead the Southern 


Supply & Machinery Distributors’ 
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PAPER AND PRINTING MULTIPLY MANPOWER-—AND MANPOWER WILL WIN THE WAR! 


| offers advertisers 


there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 


market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


Association. 


a new and highly responsive 


CHICAGO'S MORNING TRUTHpoper 


Tux Baannam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City. 
Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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Advertising men 


are good editors 


AVE YOU NOTICED how much more exciting advertising copy in general 
has been recently? Have you seen B. F. Goodrich’s series on tomorrow's 
private flyers, “No, Johnny you can’t use the plane tonight?” Or Cessna’s 

“family car of the air?” Or Koroseal’s “plastic plumbing of the future?” Or General 
Electric's “electronics for a new world?” 


Advertising men have sensed the public’s tremendously increased interest in the 
exciting news of science coming out of war research. You can see what they are 
doing about it in the advertising pages of every magazine you pick up today. 
Science and “The World of Tomorrow” are today’s advertising “stoppers.” 


When we took over as co-editors of Mechanix Illustrated for Fawcett Publications, 


Inc., only a little more than a year ago, it seemed to us there was a great opportunity 
for some new thinking in our field. 


Almost overnight, the subject of science and mechanics had become about the 
most thrilling subject in the whole magazine field. War was producing thousands 
of miracles in invention, aviation, physics, chemistry, electronics. Hundreds of 
thousands of persons were taking jobs at lathes in war plants—and becoming 
mechanically minded. Hundreds of thousands of service men were being trained as 
technicians—and learning the fascination of science-thinking. Any kid on the 
street could spot a P-38 or a B-17 and explain the mysteries of a M-4 tank. 


Science and mechanics truly have become a basic part of the daily changing lives 
of all of us. 


So we took a tip from the copywriters. Rather than treat science, mechanics and 
handcrafts in a stuffy, routine or highbrow manner, we have tried to present it as 
the exciting and personal subject it has become. Literally, as spot news! 


Our circulation department tells us things have been happening to our sales, too. 
Our average circulation for the first four months of 1943 increased more than 56% 
over the same period last year—voluntarily! Mechanix Illustrated today has the 
largest newsstand circulation in the field! 


Since you advertising gentlemen have turned out to be very good editors, we couldn't 
resist becoming copywriters to tell you about the new MI. 


If you haven't recently, take a look at it yourself. Just 
write or phone us. We'll be glad to send one along. 


CO-EDITORS 


MECHANIX ILLUSTRATED 


1501 BROADWAY + NEW YORK CITY 
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= Published by : 
FAWCETT PUBLICATIONS, INC « 1501 BROADWAY, NEW YORK 
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ADVERTISING AGE 


Paradoxical Ad 
Campaign for 
Castoria in June 


None for Sale, 
Copy in Wide 
List of Magazines 


By IRVING GENATT 


Rahway, N. J., May 12.—One of 
the most anomalous situations ever 
to snag a national advertiser nestled 
itself firmly in the arms of The 
Centaur Company, division of Ster- 
ling Drug, maker of Fletcher’s 
Castoria, this week, as June issues 
of a long list of magazines hit news- 
stands with advertisements for the 
famous product in them. 

Following nationwide advertise- 


EMPLOYEE 
IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. ST. LOUIS, MO 


|/ments appearing in newspapers May | the nationwide newspaper adver- 


5 and 6 (AA, May 10) and an- 
nouncements the night of May 4 
over the CBS and NBC networks, 
urging consumers to return Castoria 


return their stocks to the company 
because of reported trouble with 
the product, about two carloads of 
Castoria have so far reached the 
company’s headquarters. 

Before the advertisements and 
radio announcements warned the 
public of the trouble, about 25 cases 
of nausea following use of the 
product were reported. Since then 
about 75 additional cases have been 
noted. The foreign agent responsi- 
ble for the sickening after-effects 
remains an elusive mystery and de- 
fies analysis by the company’s lab- 
oratories, as well as those of the 
Food and Drug Administration, 
cooperating with the Centaur Com- 
pany in attempting to discover the 
source and substance of the con- 
taminated Castoria. 


Ingredient Evades FDA 


“Practically our whole force is 
trying to find out,” declared W. R. 
M. Wharton, chief of the eastern 
district of the U. S. Food and Drug 


|Administration. “It is evidently an 


elusive and unusual foreign ingredi- 
ent which was either accidentatly 
added or developed in the product 
itself. It is not any of the normal 
emetic substances,” he said. 

In the meantime, as a result of 


(all points in the country. 
to their retailers, and retailers to) 


tisements and network radio an- 
nouncements, Castoria is converging 
on the company’s headquarters from 
Despite 
the two carloads already returned, 
the company does not expect to 
have all stock in its possession 
before the middle of August or first 
of September. 

Although advertisements and an- 
nouncements reported that only 
Castoria made since March 1, 1943, 
was troublesome, it was necessary 
to reclaim all outstanding stock 
since no distinction could be made 
as to which packages were bottled 
prior to that date. 

Distribution of March and April 
production of Castoria was just 
about reaching retailers’ shelves, 
constituting little more than 1% of 
all Castoria outstanding, when first 
reports of trouble reached the com- 
pany. Turnover of the product is 
said to average six times a year in 
drug stores. 

The same night Young & Rubi- 
cam, agency for the account, sent 
out wires to every daily in the 
country with approved copy for the 
announcements, major networks 
were approached for time, asking 
that the urgent message be brought 
before the public. Inasmuch as nei- 
ther NBC nor CBS had any avail- 
able free time open, both Niles 
Trammell, president of the former, 


|and Paul Kesten, vice-president and 
‘general manager of the latter, 


agreed to carry news announce- 
ments as a public service. 

Both networks gave the Castoria 
message “must” ratings on subse- 
quent news broadcasts during the 
night. On CBS, Frazier Hunt, news- 
caster for General Electric, got the 
announcement across, as did John 
B. Kennedy, commentator on the 
Chevrolet program. This was fol- 
lowed by further announcements on 
the 11 to 11:10 p. m., CBS Reporter, 
who cut his news broadcast short 
to include the Castoria announce- 
ment. 

NBC likewise did yeoman service. 
Mutual was also ready and willing 
to contribute its facilities in the 
interest of public health, and a 
spokesman for that network told 
| ADVERTISING AGE that had they been 
|contacted, they would have ex- 
tended themselves to give the mat- 
ter as wide publicity as possible, 
despite the more complicated prob- 
lem of clearing time. 


Too Late for June 


| With not a single bottle of Cas- 
|toria being offered for sale in the 
| United States, a long list of June 
| magazines will carry the familiar 
|Fletcher’s Castoria advertisements, 
|with the time-worn “Children Cry 
For It” slogan becoming more 
nearly literally true than ever 
before. Insertions for July issues 
,are being canceled wherever possi- 
|ble, and one national magazine, 
‘already printing the July number, 


WE MUST NOT LET THEM STARVE! 


That's the American home front talk- 
ing... through American women. 

The Companion asked a cross- 
section of Companion readers how far 
they would be willing to go in feeding 
European nations after the war. And 
92°% of these American women- 
though faced with food shortages, ra- 
tioning, high prices—voted We must 
not let them starve! 

Complete returns are in the May 
Companion. They are being talked 
about in Washington, you may depend 
on that. And they have a special mes- 
sage for representatives of the coun- 
tries assembling May 18th for the 
United Nations Food Conference at 
Hot Springs, Va. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 


For what women do and say now is 
NEWS—and that news is the 1943 
Companion, 

In thousands of manless homes, 
women not only are doing all the plan- 
ning—they’re doing the post-war plan- 
ning, too—as the Companion continu- 
ing poll has proved, time and again. 

They're already looking ahead to 
the brighter days when assembly lines 
reconvert to consumer goods, 


Womans Kgne 


Om 


Where will you be then... firmly 
entrenched in these women’s minds? 
Yes!—if you give the woman the as- 
sistance she needs now. Yes! —if you 
make your name and reputation so 
vital to her now that she won't forget. 

Yes!—if you tell your interim story 
in the women’s service magazines, 
which today more than ever are the 
surest printed avenue to a woman's 
heart and mind. 


panion 


UNDERSTANDING WOMEN IS OUR FULL-TIME 108 


PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER'’S, THE AMERICAN MAGAZINE 


STILL RUNNING 


i 


“What do you meer, 
by bribing my child >” 
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LW Wii CRSTORIA 


Unable to catch June magazines, copy 
like this will appear in a long list for 
Fletcher's Castoria, although all bottles 
of the product have been recalled. In 
some cases July issues were caught and 
copy pulled out; in others, similar mer- 
| chandising advertisements will appear. 


was caught in time to pull the Cas- 
'toria advertisements from its pages 
/after a small run. 

_ Magazines on the Castoria sched- 
| ule this year include Christian Her- 
ald, Cosmopolitan, Holland’s, House- 
hold, Life, Look, McCall’s, Modern 
Romances, Parents’ Magazine, True 
Confessions, True Experiences, True 
Romances, True Story, Woman’s Day 
‘and Woman’s Home Companion. 


Copy Thanks Druggists 


During 1942 the Centaur Com- 
pany expended $528,000 in maga- 
|zines and $156,000 in farm papers 
for the product. For four months 
'of 1943, running through April, the 
company has spent $151,486 in mag- 
azines and $53,350 in farm journals. 

In the current issue of American 

Druggist a full-page advertisement 
on Castoria concludes with the 
\following postscript to druggists: 
“Thank you for keeping inventories 
up on Fletcher’s Castoria.” 
, The May 17 issue of Drug Topics 
'will carry a full-page advertisement 
advising retailers how to return 
Castoria to the manufacturer, and 
asking their indulgence in the com- 
pany’s efforts to make all refunds 
as soon as possible. 
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GUMMED PAPER COMPANY 
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Jobn Wanamaker riding with President Taft to 
the dedication of the new Wanamaker store in 
Philadelphia. 


It was the first time in history a President of the 
Nation had dedicated a private business. 


7s he was a boy of 11, working in his father’s 
brickyard, John Wanamaker invested in a Bible. 
It was a small, red Bible, costing $2.75, and he paid 
for it in installments. 


He read this Bible all his life, and applied ir literally 
to his own problems. 


He accepted without question its claim that faith 
could move mountains. When, at 22, he started his first 
store with his savings of $1900, everyone said he 
would fail. But he had faith, and he succeeded. 


Three times, during three successive panics, his busi- 
ness almost went on the rocks. But he found that the 
miracle of faith always pulled him through. 


The Bible not only shaped his character. He got all 
his most important business ideas from it. Through 
these ideas—which revolutionized the whole theory of 
retail buying and selling, and created our modern 
principle of “Service”’—John Wanamaker became, as 
President Taft once said, “the greatest merchant in 
America.” , 


"That little red Bible,’ he wrote, “was the greatest and 
most important and far-reaching purchase I have ever made; 
and every other investment in my life seems to me only 
secondary.” 


: : ’ 


It is chiefly through reading that a man adds to his own limited 
experience the stored-up wisdom of mankind. 


To bring this wealth of knowledge through the good habit of 


How the 


is 
“ 


iy Be 
% 
is 
7%, 


- ee. rage * 


“I bought my first little Bible from my Sunday-school teacher... 1 remember the Sunday he brought it to me, and bow I 
admired it, until he told me the price, which was more money than I had ever owned in my life,” JOAN WANAMAKER 


reading to the people in more than 7,500,000 families is the 
great purpose of The American Weekly. 


To do this takes the same kind of genius for sensing and satis- 
fying the real needs and wants of its readers that John Wanamaker 
displayed in the field of merchandising. 


Today the Bible occupies a new place in the consciousness of 
the American people. 


Wherever we read, in the annals of our armed forces, of men 
in deadly peril by land or sea, we continually read of their having 
recourse to the Bible. Men drifting in life-rafts on great wastes 
of waters recall forgotten fragments and repeat them to their 
shipmates. Men in foxholes, in stress and suffering of every kind, 
are upheld by what they remember from the Bible. 


To these, and to millions of Americans today, the Bible is as 
living a force as it was in John Wanamaker's life and time. 
The American Weekly has recognized this and for many years 


Greatest 
Circulation 


in the World 


BOOK of BOOKS 
moulded a WIERCHANT FRINGE 


has published more articles on Biblical subjects than all other secular 
magazines put together. 


But The American Weekly never forgets, as the Bible never did, 
to tell the great stories of human experience . . . to tell of the 
loves, romances, crimes, passions, and adventures of mankind 

.. and to tell them in terms of people. 


Who can measure the full impact of such a magazine on Ameri- 
can life . . . distributed through a group of Sunday newspapers, 
from coast to coast... reaching the entire family in over 
7,500,000 homes. 
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The national advertiser who associates his product with such an 
institution is tying it up with the greatest force known in 
advertising. He is making his advertising message, like the rest 
of The American Weekly the week-after-week reading HABIT 
of more than 7,500,000 families. 
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“The Nation’s Reading Habit” 


Vain Office: 959 Eighth Avenue, New York City 


Branch Offices: Uesnet Bune. Conmace 
Coevewst, Meovrors Bisc., Dereorr 
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ADVERTISING AGE 


May 17, 1943 


N.Y. Adclub 
Elects Officers 
at Annual Meet 


New York, May 11. — John A. 
Zellers, vice-president, Remington 
Rand, was reelected president of the 
Advertising Club of New York at 
the annual meeting held here today. 
Lee J. Eastman was reelected vice- 
president and James A. Brewer, 
president of Brewer - Cantelmo, 
treasurer. 

Elected directors of the club were 
James Wright Brown Jr., Editor & 
Publisher; Frederic R. Gamble, 
American Association of Advertis- 
ing Agencies; Charles C. Green, 


“When he started advertising on 
WFDF Flint Michigan, all his 
salesmen were fired with enthu- 
siasm.” 


managing director, Advertising 
Club; Andrew J. Haire, Haire Pub- 
lishing Company; I. S. Randall, 
Transcontinental & Western Air; 
Herbert L. Stephen, Printers’ Ink; 
and Daniel S. Tuthill, National Con- 
cert & Artists Corporation. 

Vice-presidents continuing in of- 
fice are Clarence L. Law, vice- 
president, Consolidated Edison, and 
Allan T. Preyer, executive vice- 
president, Vick Chemical Company. 

Directors continuing in office are 
Quincy P. Emery, Stevens-Nelson 
Paper Company; Wilbur F. Howell, 
Robert Gair Company; H. J. Ken- 
ner, Better Business Bureau of New 
York; G. Lynn Sumner, G. Lynn 
Sumner Company; and Eugene S. 
Thomas, Bamberger Broadcasting 
Service. 


Pratt Food Appoints 

Pratt Food Company, Philadel- 
phia, manufacturer of poultry and 
animal food, has appointed McKee 
& Albright, Philadelphia, to direct 
its advertising. Trade publications 
will be used. 


Martin Joins Gardner 


Douglas V. Martin Jr., who re- 
signed recently from the St. Louis 
Globe - Democrat, where he had 
headed the promotion department 
for 21 years, has joined Gardner 
Advertising Company, St. Louis, in 
an executive capacity. 


Quality Bakers 
Aid Grocers with 
Nutrition Folders 


New York, May 13.—An intensive 
drive to enroll 75,000 grocery stores 
as “home front quartermasters” has 
been launched by Quality Bakers of 
America, a cooperative organiza- 
tion embracing 94 independent 
wholesale bakers throughout the 
country. 

The drive is designed to tie up 
with the national nutrition pro- 
gram, and its major feature is the 
distribution of a variety of nutri- 
tional aids and news items to house- 
wives, the material to be supplied 
by Quality Bakers. All material used 
has been submitted to and approved 
by the Office of Defense Health and 
Welfare Services. 


Sponsors Urged to Tell Story 


The campaign gets under way 
with the signing up of grocers by 
the individual members of the asso- 
ciation, and the distribution to these 
grocers of a decalcomania window 
sign declaring that the store is co- 
operating with the national nutri- 
tion program and is a “home front 
quartermaster.” 

When dealers are signed up, the 


JOHN TAYLOR’S LO YEARS 


ON THE AIR PROVE IT! 


“JOANNE TAYLOR” 
Voice and Script Writer 


The Same Program Format 


— The Same Title — 


Same Time, 9:00 A.M. Daily 


This month, “Joanne Taylor’ 
marks a memorable milestone 
in the nation’s retail selling. It 
is the start of the eleventh year 
for this daily merchandising 
program over KMBC. Why 
does a department store use 
radio so consistently? 


Because the voice of “Joanne 
Taylor” goes into the homes of 
the rich KMBC market morn- 
ing after morning, telling the 
latest fashion and homemaking 
news from the store. ..all the 
while selling merchandise, mak- 
ing new friends and binding 
closer thousands of customers 
for the sponsor, John Taylor 
Dry Goods Company. 


KMBC 


OF KANSAS CITY 


Free & Peters, Inc. 


MEREDITH WARNER 
Advertising Director 


MAJOR H. KENNETH TAYLOR 
Vice-President 


SINCE 1928—THE BASIC CBS STATION FOR MISSOURI AND KANSAS 
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SCILAIBLES BAKER 


er 


Full-page newspaper advertisement with 

which members of Quality Bakers of 

America are beginning a new campaign 

to enlist grocers as “home front quarter- 

masters. The store insignia is repro- 
duced at the top. 


sponsoring baker is urged to place 
a full-page advertisement in the 
local newspapers, reproducing the 
store emblem and listing all of the 
local outlets which have agreed to 
carry out the program. With this 
out of the way, the campaign falls 
into five units, which are designed 
to run about five weeks each, in 
which a variety of point-of-sale ma- 
terial and printed promotion is 
used. 

The first 5-week cycle features a 
“Victory Food Guide,” an unusual 
cardboard chart containing a daily 
nutrition calculator on one side, and 
examples of more nutritious diets on 
the other. The guide carries the 
imprint of the local baker, and it 
has a brief sales story on his fea- 
tured bread. 


Offer Suggestions 


The promotion piece on which the 
second five-week cycle is built is a 
series of Victory Menu Planners, 
containing suggestions for a week’s 
menus alongside a shopping list for 
the necessary ingredients. In the 
third cycle, a group of 24 Koda- 
chrome recipe cards will be dis- 
tributed; in the next phase toast and 
sandwich suggestions will be sup- 


es ————— 


plied; and in the final cycle, adqj-_ 
tional groups of menu planners will 
be used. 

In addition to this giveaway ma. 

terial, Quality Bakers has develope 
a complete line of promotional to. ils 
including store displays and posters’ 
three-sheets, newspaper advertise. 
ments, radio shows, and special an. 
nouncements. 
One of the outstanding features 
of the material supplied to member 
bakers is the fact that all news. 
paper mats are supplied with the 
members’ logotype already inserteq 
as well as an illustration of jj; 
own featured loaf. Similarly, a)) 
display material carries the loca] 
baker’s imprint, and in severa] 
cases, notably that of the three. 
sheets, a photograph of his indi- 
vidual loaf is also used. 


Danziger Opens Offices 

Nathan Danziger has opened 
offices in the Russ building, Sap 
Francisco, as Dan Danziger & Asso- 
ciates. The company will specialize 
in product promotion, advertising 
and merchandising. Mr. Danziger 
was at one time advertising man- 
ager of Golden State Company Ltd. 
and continues to represent Johnson 
Mat & Stereotype Company, both of 
San Francisco. 


KGO Promotes Wesson 


Robert H. Wesson has been ap- 
pointed manager of promotion and 
publicity of Station KGO, San Fran- 
cisco, succeeding J. Gilbert Pal- 
tridge, who is now sales promotion 
manager of KFI-KECA, Los An- 
geles. Mr. Wesson was formerly 
publicity manager of the station. 


Heads National Drug 

Alfred B. Collins has been elected 
president of National Drug Com- 
pany, Philadelphia manufacturer of 
pharmaceuticals. Mr. Collins has 
been connected with National for 
the past 11 years, as comptroller, 
general manager and executive 
vice-president. Charles E. Carr, 
former president and treasurer, has 
been elected chairman, and will re- 
tain the post of treasurer. 


Joins Ludgin Staff 

Mary Louise Bowen, formerly in 
the advertising department of Mar- 
shall Field & Co., Chicago, has 
joined the creative staff of Earle 


Ludgin & Co., Chicago agency. 


NUMBER EMPLOYED ........127,000 


MONTHLY PAYROLL ....$27,000,000 


YEARLY PAYROLL 


.....++$324,000,000 


GREATER POPULATION ....... 332,000 


SUMMIT 
COUNTY 


POPULATION ....... 400,000 


1943 Daily Average, 124,828 
the rich Akron Market. 


* 


Employment and payroll figures are based on latest reports 
of Ohio's Bureau of Unemployment Compensation. Figures 
for Akron Trading Area are not available. 


Beacon Journal circulation has also hit a new high: March 


This is your answer to complete, economical coverage of 


AKRON BEACON JOURNAL 


Represented by: Story, Brooks & Finley 
New York, Philadelphia, Chicago, 


... Sunday Average, 112,155. 


Cleveland, Los Angeles, Atlanta 
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leads all magazines 
in newsstand sales INCREASE * 


AGAZINES 


NEWSSTAND SALES 
JULY-DEC. JULY-DEC. 
MAGAZINES 1942 1944 CHANGE 
— SCREEN ROMANCE MAGAZINES 
MODERN MAGAZINES 1,893,351 1,259,426 633,925 
Group “B” 2,426,223 2,326,239 135,984 
“  4C» 3,010,990 2,654,426 356,564 
“ «py 535,827 495,667 40,160 
Mag. “A” 1,439,149 979,888 459,261 
“ “B” 306,237 296,556 9,681 
WOMEN’S MAGAZINES ! 
Mag. “A” 1,001,523 929,563 71,960 
“ «BY 1,581,531 1,565,820 15,711 
“ “Cc” 1,734,268 1 ,706,648 27 ,620 
“apy 1,084,940 1,068,780 16,160 
we GENERAL MAGAZINES 
& Mag. “A” 675,932 510,652 165,280 
bi “ «By 801,385 722,526 78,859 
“4c” 659,417 438,875 220,542 
ae WEEKLY MAGAZINES 
= Mag. “A” 727,776 940,282 — 212,506 
se “ «5 508,158 828,757 — 320,599 
. “ en 960,677 1,090,359 — 129,682 
| _ > 341,866 209,090 132,776 
PICTORIAL MAGAZINES 
Mag. “A” 2,436,078 1,995,140 440,938 
“ «By 1,235,382 1,053,550 181,832 


Source: A. B. C. Publisher’s Statements 


* All 182 A. B.C. member publications are included. 


Modern Magazines Total Net Paid Circulation over 2,700,000 


PUBLISHED BY DELL PUBLISHING CO., INC., 149 MADISON AVENUE, NEW YORK, N. Y. 
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Advertising as_a Subsidy 


Since leaders in the publishing 
field had already gone on record in 
opposition to the proposal contained 
in the bill of Senator Bankhead for 
government advertising to be spent 
in newspapers, with at least half in 
newspapers appearing less _ fre- 
quently than daily, the actual intro- 
duction of the bill merely formal- 
ized the situation. While weekly 
newspapers and others who would 
be favored with government adver- 


of War Information has been asked 
to lend a hand on the same project. 

There isn’t much difference be- 
tween a government subsidy and an 
advertisers’ subsidy, as far as the 
effect on the recipient is concerned. 
Any time you provide for the ex- 
penditure of advertising funds on 
a basis other than getting value 
received and performing an eco- 
nomic service which is worth the 
money, you introduce an element 


tising might be expected to cheer 
the appearance of the bill on the 
Senate calendar, it is entirely possi- 
ble that in the light of the adverse 
comments which it has received, 
their enthusiasm for it may cool. 

Walter M. Dear, president of the 
American Newspaper Publishers 
Association, expressed the view- 
point of the newspaper industry in 
general when he disclaimed any 
desire for government advertising 
which might in any way be re- 
garded as a subsidy. On the other 
hand, even more logical opposition 
can be based on the fact that it is 
not to the interest of advertising 
that government appropriations for 
that purpose be earmarked for any 
group of media. Advertising plans 
and media should be decided on the 
basis of the program best suited for 
the accomplishment of the desired 
objectives. 

James L. Fly, chairman of the 
Federal Communications Commis- 
sion, got into the subsidy picture a 
few weeks ago when he addressed 
the National Association of Broad- 
casters in behalf of the small sta- 
tions, and intimated a desire to see 
large advertisers make increased 
use of the less important stations 
as a means of helping them to solve 
their financial problems. The Office 


For reasons which we have been 


of subsidization which is decidedly 
unhealthy for the advertising func- 
tion, to put it as mildly as possible. 

All of this may be a part of the 
well-meant effort now so much in 
evidence on behalf of small business 
to equalize its opportunities as com- 
pared with big business. But we 
believe it is highly debatable that 
small business can survive only 
through subsidy, whether the field 
is that of communications like 
newspapers and radio stations, or 
in manufacturing and distribution. 

Given equal opportunity, the 
smaller business man, because of 
his greater flexibility and mobility, 
can often run rings around his 
larger competitors. The advantages 
of big business from the operating 
standpoint have been vastly over- 
rated except in a limited number 
of mass production industries. That 
is why we prefer to see small busi- 
ness encouraged to play its full role 
in a system of free competitive 
enterprise, rather than supported 
even partially by subsidy. As a 
matter of fact most big businesses, 
outside of those created through 
merger, used to be small businesses. 


|Growth and development should be 
| encouraged 


not through subsidy 
but by creating the proper atmo- 
sphere for effective competition. 


Paper an Essential Industry 


ence both to government and in- 


_THE PERFECT SALESMAN 


} 
| 


-Garduer Rae in Collier's 


"Shall | wrap it up, sir, or will you wear it home?” 


A Good Letter 


Scout Bill Stewart sends us a let- 
ter he got from the Hotel.Phillips, 
Kansas City, Mo., which we think is 
a pretty good example of how to 
keep ex-customers happy. 

“We've thought of everything pos- 
sible—pup tents on the roof, ham- 
mocks in the hall, or papoose bags 
like the Indians use (only bigger), 
to hang in closets—but we can’t 
figure out any feasible way to take 
care of all our friends every day,” 
the letter says. 

“Naturally, our fighting men come 
first—and many times we are com- 
pletely filled up when old customers 
come in—so if you are unable to 
secure a reservation don’t blame us 
—blame Hitler. Make reservations 
as far in advance as possible—and 
cancel promptly if you change your 
plans. 

“And if you fail to hear the 
friendly greeting from a familiar 
face, probably he is represented by 
one of the stars below [the letter- 
head carried 30 service stars in the 
lower margin] and is serving his 
country at home or abroad. 

“Meanwhile continue to think of 
the Phillips as your Kansas City 
home, and remember us as friends.” 


Place of Advertising 

James Fisher. head of the Toronto 
and Montreal advertising agency, 
and J. V. McAree, columist of the 
Toronto Globe and Mail, recently 
indulged in a discussion of advertis- 
ing in that paper’s columns which 
revolved around a discussion of 
whether advertising merely 
switched customers from one prod- 
uct to another, or whether it de- 
veloped larger markets not only for 
the advertiser, but for competitors as 
well. The controversy developed pri- 
marily over alcoholic beverage ad- 
vertising, but the fundamental mis- 
conception which so large a part of 
the public still holds as to how ad- 


unable to fathom, the War Man-j|dustry which could hardly be 
power Commission has not seen fit|designated as anything less than 
to designate paper manufacturing | indispensable. 
as an essential industry. As a re- | In the necessary work of dissemi- 
sult, the labor problems of the nating information direct from gov- 
industry have been increased, ana | ernment to business and consumers, 
its ability to take care of essential ‘as well as to the armed forces and 
needs of government and business | friends across the sea, paper plays 
has been weakened. an irreplaceable role. 
It is not necessary to point out/editorial and advertising activities 
that the paper industry is producing |of publications of all kinds, many 
many essential products for direct|of which are carrying messages of 
military use. Its position in war) vital import to the prosecution of 
production should be too well estab- | the war on the home front, paper is 
lished to make it necessary to|the essential material. 
debate this angle. Bu eve a. Ate ‘besthe aper industry is not 
out considering this p lase of ‘ts essential, but we don’t know of very 
operat it remains true that the | many government includ- 


ions 


agencies, 


f 


And in the | 


vertising works is a serious matter. 
Mr. McAree, answering Mr. Fish- 


»|/er’s statement that advertising bene- 


fits not only the advertiser, but the 
‘entire field as well, says that it 
would probably come as an unpleas- 
}ant shock to Mr. Ford to discover 
that his advertising was, in some de- 
gree, benefiting his competitors. 
“He would be likely,” he says, “to 
summon his advertising writers to 
_ask them if it was not possible for 
'them to advertise his cars so that 
anybody affected by them would 
buy only a Ford and not do his busi- 
ness the injury of driving customers 
to some other make, which would 
be considerably worse than not buy- 
|ing at all.” 

Mr. McAree can be assumed to be 
of far higher than the so-called 
average intelligence, and yet the 
obvious fallacies of his statement in- 
dicate that he understands the | 
“double motion” of adv ertising and 
all types of sales work not at all. 
The fundamental error into which 
all such arguments fall is, of course 
the conception of human wants— 
whether they be for food, clothing, 


production of papers used in print- | ing the War Manpower vy shelter, or what on a static, 
ing ¥ tea wa) eyeh ye Ty Wey iw Rite it er On ged ae ae 
. . stw t : ‘ ri - Lv ait' fy Fi Wri ‘ 
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Ad-libbing 


Actually, no such limits exist—not 
even in the food field. If they did, 
tonnage sales of each type of food 
product—or at least of all types of 
food products combined — would 
vary only with the variation in the 
size of the population from year to 
year. Some products come fairly 
close to this static state, but even the 
most stable of them find sales in- 
fluenced by a multiplicity of factors 
which have nothing to do with pop- 
ulation statistics. 

In the matter of automobiles, it 
need enly be pointed out that there 
were once no car owners; that if 
selling and advertising had not done 
their jobs, there might still be no 
owners of Fords or any other cars; 
and that it is demonstrably easier to 
sell a Ford to someone who already 
owns a car—no matter what make— 
than to sell one to someone who does 
not own one. 


Taking Own Medicine 

The most unusual tie-up with the 
“Don’t Talk” campaign which this 
correspondent has yet seen is the 
720-line advertisement reproduced 
here, which appeared in the Tampa 
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ost case of ear strain he ev: 


Ws ample too You sus! don! repeat what you ve heard 
—except to the F 31 


You don't sey whet you ve seen. 


You don! hasten to stones he's trying to make you be 
veve 


Important? Your sons lise may depend on it! 


| sy BUY BONDS — mast 


Tribune last week. As you will 
note, the ad ends with: “Sh-h-h-h 
is the habit to cultivate. We are 
leaving our signature off this ad to 
keep in practice ourselves.” We 
suspect, however, that at least a few 
Tampa newspaper readers recog- 
nized the rectangle from which the 
usual signature was missing, so that 
the identity of the advertiser was 
not a complete secret. 


Jottings 
You can’t keep a good man down. 


| Howard Johnson, who built up a/| 
free business catering to the| 


millions who used to infest the high- 
ways of the nation, now has an in- 
|dustrial catering division which 
takes care of the food requirements 
| of industries, colleges and govern- 
| ment installations in the East. A 
sizable ad in New York papers last 
week advised that the organization 
was able to take care of the feeding 
<i shit of a few more plants... 
sent i Gui S22 we 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from eom- 


panies sponsoring them, or through 
ADVERTISING AGE, by any national La 
advertiser or advertising agency pli 
executive writing on his business 
letterhead. pr: 
No. 2165. The Effect of Gasoline = 
Rationing on Kansas _ Rural a 


Buying Habits. 
This is an advance release, issued 
by Station WIBW, supplementary to ; 
the annual Whan-Summers Kansas tr} 


Radio Audience Survey, which will ch 
be released in September. Charts re 
and tables show the effect of gaso- ra 
line rationing on the hours spent in me 
the home and time spent in radio a 

listening by farm and village fam- m«¢ 
ilies; on trips to larger towns for th 
buying purposes and extent of buy- an 
ing in larger places. A comparison Ci 
of family incomes, 1941 and 1942, 

is included, as well as a table show- cal 
ing percentage of families by state = 
and area with the items of farm or We 


household equipment they expect to 
buy when such equipment again 
becomes available. 


No. 2166. Caveat Emptor. 


Circulation has a day in court in 
this United States News brochure, 
which concerns an inquiry into the 
tools available for determining. the 
comparative values of magazine cir- 
culation and offers depositions by 
the ABC, a publisher, 1,122 adver- 
tising executives and seven maga- 
zines. A strong case is made for 
the value of direct by mail circu- 
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No. 2167. Let’s All Raise Food for 
Victory. 


| 


The Los Angeles Times has issued 
this booklet, which describes in de- 
tail the Times Victory Garden Club, 
one of its wartime publie services, 
and illustrates the promotion and 
editorial support put behind it, and 
evidence of reader response. 


No. 2168. Training for Victory. 


In this folder, Tool & Die Journal 
describes the series of “Training for 
Victory” articles currently appear- 
ing in its pages, each discussing a 
machining technique and serving as 
a refresher course for experienced 
operators and foundation data for 
trainees. 


No. 2153. Survey on Dehydrated 
Soups and Foods. 

The Philadelphia Evening Bulle- 
tin has issued its second survey of 
dehydrated foods and soups ¢on- 
ducted by personal interviews with 
1,294 Philadelphia housewives while 
they were in 14 supermarkets rep- 
resenting a cross section of the 
Philadelphia area. The extent of 
use of dehydrated products is 
shown, with reasons put forth by 
non-users and typical comments 
showing consumer attitudes. 


No. 2146. War Time Analysis of 
the Greater Milwaukee Market. 
The Milwaukee Journal has is- 
sued the 20th annual edition of |'s 
analysis of consumer buying habi‘s, 
which is of particular interest be- 
cause it prowdes a picture of buy- 
ing trends in wartime: what type 
of store is preferred, what happens 
when a store is out of stock and 5° 
on. It also contains information 
about women workers, lunch boxes, 
home baking and canning and other 
wartime developments. try 


No. 2129. Memphis Grocery Sales 
Records. 


This is a 12-month record 
actual consumer sales of 27 class’- 
fications of food products—565 sizes 
of 330 different brands—in Merm- 
phis, Tenn., issued by the sumemer™ 
cial Appeal and Memphis Press- 
Scimitar. Tables list the brand 
standings, comparison of sizes s0!¢ 
and percent of unit sales over ' 
12-month period, and graphs P 
ture the seasonal trend in e@°" 
classification. 
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New York City 
Assumes New Role 
in Meat Retailing 


New York, May 11.—Following a 
broad hint this week from Mayor 
La Guardia that New York City is 
planning to enter the meat business 
to prove it is possible for retailers 
and wholesalers to sell at ceiling 
prices, the Department of Markets, 
shedding little light on a confused 
situation, today asserted that if the 
undertaking is realized the city’s 
main job will be to distribute meat 
to accredited dealers. 

Speculation throughout the indus- 
try as to where the city might pur- 
chase this critical item went far 
afield, since there are several hun- 
dred dressers of beef across the na- 
tion. The mayor explained little, 
merely saying: “We expect to have 
a shipment of this particular com- 
modity at the end of this week, and 
there, too, we will apportion it 
among the dealers in the New York 
City markets.” 

The proposed retailing of meat 
came on the heels of a similar city 
undertaking for fish and potatoes 
announced on May 8 by Daniel P. 
Woolley, markets commissioner. 
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to know just as much 

about a magazine’s coverage as 
the publisher himself. “Cover- 
age” means not merely how 
many copies are sold or dis- 
tributed, but how many worth- 
while plants they reach—how 
big these plants are—what they 
are equipped to make—what 
departments they operate, who 
uses the magazine * * * That's 
the kind of a picture we can 
sive you of STEEL’s coverage 
of the metalworking industry. 
lts the logical way to measure 
the value of any publication 
* For a complete analysis 

o! STEEL’s coverage of the 
Plants which account for over 
“> of the business in the in- 
dustry, ask STEEL’s representa- 


‘ve to show you our latest 


Narket Study. 


A PENTON be 4 


Publication 


Le We believe every buyer 
2 of advertising is entitled | 


4 The Magazine of 


talworking & Metalproducing 


The department of markets has 
under consideration a plan provid- 
ing for “cooperative buying”’ by fish 
dealers when the supply is plenti- 
ful, with attractive prices as an in- 
centive. 

Commissioner Woolley is now re- 
ported negotiating for delivery of a 
substantial amount of western 
dressed meats for distribution to 
dealers in the city’s public markets, 
more than a score of whom have 
sufficient modern refrigerator equip- 
ment to handle thousands of pounds 
of fresh meats. 

On his regular Sunday broadcast, 
May 9, Mayor La Guardia cited the 


city’s distribution of potatoes) 


through what he called the “white 
market” as having averaged about 
60,000 pounds daily, the supply 
coming from California. This dem- 
onstrates, asserted Mr. La Guardia, 


“that honest producers, honest) Hoyse Organ Editors 
wholesalers and honest retailers are | 


able to sell at ceiling prices, and if to Meet in N. Y. 
that can be done in this instance it! The National Council of Indus- 
must be done in all other instances.” | trial Editors Associations will hold 
In its new role as a retailer’s|a national wartime conference at 
helper, the city does not pay di-|the Waldorf Astoria, New York, 
rectly for merchandise ordered.| May 17 and 18. 
Payment is made soon after sale of devoted to current problems of both 
the goods has been consummated.| the internal and external house 
Dealers of meat, fish, or potatoes| organ editor. House Magazine Insti- 


who have ordered more than they /| tute, New York, one of the 16 mem- | 


possibly can use, have been urged| ber groups of the association, will 
to assign the surplus to the depart-| act as host. 
ment of markets, which in turn will | a 


direct distribution into accredited | 
Otto Gets New Post 


channels. 
——— | George Otto, formerly of Paul 
| Block & Associates, New York, has 
Gets New Account been appointed promotion manager 
Foreman Fabrics, New York, has|of Air News and Air Tech, publica- 
named Sterling Advertising Agency,|tions of Phillip Andrews Publish- 
New York, to handle its advertising. | ing Company, New York. 


Sessions will be} 


Blue Adds Four Stations 
Stations WSOO, Sault Ste. Marie, 
Mich., WLAV, Grand Rapids, Mich., 
WROK, Rockford, Ill., and KTEM, 
Temple, Tex., have become affiliated 
with the Blue Network. Station 
WJW, Cleveland, will replace WHK 
as the Blue outlet for that city. 
The new additions bring the total 
number of Blue affiliates to 155. 


_ USE READY-TO-PRINT 
im CALENDAR PAD PLATES 


@ 318 styles of ready-to-print 
‘\, calendar pad plates — modern and 
..\ J old favorite designs; yearly, three- 
“VV at-a-glance single months. 
ALMANACS: Authentic, guthori- 
tative and accurate. eather 
forecasts and moon phase infor 


Sor catalo 


Enclose 86c which 
will be credited to your 


fret order. 


The FRANKLIN COMPANY si0w.van suren CHICAGO 


CONSTELLAZION “BARGA” 


“Good story!” 


The sum of many stars made this constellation—each in his own orbit and 
according to his own brightness contributing to the full, complete picture. 


Down in New Orleans, in St. Louis and Knoxville, in Pittsburgh, Washing- 
ton and Philadelphia, Business Week staff men gathered the facts on the 
inland barge situation . . . funneled their reports to the Western Editor in 
Chicago for overall interpretation—then in complete form to New York for 


a final touch-up — then out to the country’s management-men in the 
March 27 issue, for their guidance. 


The President of the Mississippi Basin’s largest railroad read it in BW and 
said, ‘Good story!’ . . . his most. active towing competitor read it and said, 


What makes BW so reliable for use is this system of stars-in-their-orbits for 
constellation coverage. A man can sight his real position, with a magazine 
like that! Nearly half a million do, week after week. 
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family of comics, including some two dozen titles. Then came W.P.B. 

Paper Conservation Order No. L-244, reducing paper tonnage. In 
accordance with the Fawcett policy to decrease the number of its mag- 
azines rather than skimp on the number of pages and circulation of the 
magazines themselves, all but eight of its monthly Comics were sus- 
pended for the duration. Effective with the September, 1943 issues 
advertising space will be sold in combination in the eight magazines 
which comprise the FAWCETT COMICS GROUP (illustrated at the left) 
at the following attractive rates based on a circulation guarantee of 
2,400,000: 


Back cover (4 colors) . . . . $2,600.00 


F MORE than three years Fawcett has been’ building a strong 


Inside covers (4 colors). . . . 2,000.00 
Center spread (4 colors) . . . 3,600.00 
4 One page (4 colors). . . . . 1,800.00 ann 
Half page (4 colors). . . . . 900.00 ment, $900.00 


~almost $8 00 ; 
For the convenience of certain types of advertisers, the FAWCETT dreds of co 


COMICS GROUP is divided into two units of four magazines each 
—with a guarantee of 1,200,00 for each unit—as follows: 


FAWCETT COMICS RED UNIT 


CAPTAIN MARVEL ADVENTURES 
DON WINSLOW OF THE NAVY 
CAPTAIN MIDNIGHT FUNNY ANIMALS 


Back cover (4 colors) . $1,400.00 
Inside covers (4 colors) 1,075.00 
Center spread (4 colors) 1,900.00 
One page (4 colors) . 950.00 
Half page (4 colors) . 475.00 


FAWCETT COMICS BLUE UNIT 


CAPTAIN MARVEL, JR. WOW COMICS 
MASTER COMICS 
WHIZ COMICS 


Back cover (4 colors) . $1,400.00 
Inside covers (4 colors) 1,075.00 
Center spread (4 colors) 1,900.00 
One page (4 colors) . 950.00 
Half page (4 colors) . 475.00 


In the comics field the eight FAWCETT magazines are editorially unique. 
Sidonie M. Gruenberg, Director, Child Study Association of America, 
contributes her broad knowledge of juvenile psychology as Consulting 
Editor. An, outstanding Editorial Advisory Board is composed of Eleanor 
B. Roosevelt, past president, Girl Scouts Council of Greater New York; 
Rear Admiral Richard E. Byrd, noted explorer, aviator and author; Allan 
Roy Dafoe, M.D., the famous Quintuplet doctor. 


X-acto Cres 


cent M 
Company *nufacturing 


By any yardstick—quality of editorial, quality of printing, diversifica- 
tion of titles and characters, and tremendous secondary circulation, 
FAWCETT COMICS GROUP magazines are definitely must media in 
the important comics field. 


P S. DELIVERED CIRCULATION OF FAWCETT COMICS 
ee GROUP NOW RUNNING OVER 3,115,000 NET PAID! 


1501 BROADWAY - NEW YORK CITY 


CHICAGO «+ LOS ANGELES + SAN FRANCISCO 


PUBLICATIONS-IN 
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’ . dividual importance to the industry.|is a cover-all designation applying : ° 
—— — A's marca Seek {W Clarify Advertising executives are not/to all photographers, artists, etc. Institutional 
aries Farran, account executive 


of Griswold -Eshelman Company, 


Cleveland, has been elected presi- 
dent of the Cleveland chapter of la { tatus 0 
the American Association of Adver- 


tising Agencies. Others elected are: 


- - o 3s 
fade Garments Coren: 2°e";| Advertising Men 


Maxton R. Davies Jr., Foster and 


Davies, secretary and treasurer. 


Jack North Appointed 


New York, May 13.—Reports from 
various sections of the country to 
the effect that local draft boards in 


Jack’ North of Aubrey, Moore &|Some cases have advised members 


Wallace, Chicago, has 


been ap-| of 


advertising departments and 


pointed a trustee of the Chicago | staffs of advertising agencies that 
Radio Management Club to replace|they are in non-essential occupa- 


Ward Dorrell, who has joined C. E 
Hooper, Inc., New York. 


. 


tions and therefore should immedi- 
ately take steps to change their em- 
ployment have brought about efforts 


HAA 
| 


" 
mM 


jn 
Orie sine 


it 


Gever®! ae cpa’ 


here and in Washington to clarify 
the position of advertising men. 

Advertising interests here point 
out that the draft status of adver- 
tising and agency executives at 
| present is similar to that of a wide 
segment of the population in that 
“advertising” has not been specific- 
ally mentioned in Selective Service 
| directives, either as a non-essential 
lor an essential occupation. 

Those industries classified by 
WMC and Selective Service as non- 
essential include many service in- 
dustries, and such _ classification 
means that no draft deferment for 
occupational cause is to be granted 
to any individual engaged in such 
an operation, regardless of his in- 


classified in this non-essential list, 
and while there is little hope that 
they will be classified as essential, 
there likewise seems little possi- 
bility that they will be placed in the 
non-essential list, so that their draft 
status continues to be an individual 
affair, depending entirely upon the 
work the individual is doing and his 
ability (or his employer’s ability) to 
convince his draft board of his es- 
sentiality. 


Some Individuals Deferred 


Investigation here discloses that 
in several instances members of 
manufacturers’ advertising _ staffs 
have been given occupational de- 
ferments by their draft boards when 
they have been engaged in turning 
out instruction books, educational 
material, or similar material closely 
related to war production, morale 
efforts, absenteeism, etc. No case is 
known, however, in which members 
of an advertising staff have secured 
blanket deferments; in each in- 
stance the deferment has been based 
on the particular work of the indi- 
vidual involved. 

Difficulties for both advertising 
departments and agencies have de- 
veloped from the fact that “photo- 
graphic studios” and “artists” have 
both been placed on the non-essen- 
tial list, along with sign painters 
and others, and in many cases local 
draft boards have insisted that this 


if You lived in Portland 


you’d 


If you live in New York you 
have to buy 5 daily newspapers* 


(in Chicago 4) to 


features published in Port- 
land in The Journal alone! 


Westbrook Pegler 


read “., 


‘ @ The JOURNAL is the 
; Portland newspaper every- 
# one enjoys. Due to the time 


get all these a 


advantage on the West Coast, 
The Journal prints the world 
news as well as the local news 
asthe same day it happens! \t offers 
readers nationally famous features 
plus favorite local writers. It pub- 
lishes news and features in popular 


a 

a ae a ff balance! That's why The Journal is the 
The Gallup Poll fs preferred* newspaper of the Portland 
Dovid Lawrence & Area, which in population and payrolls is 
Drew Pearson f one of the Pacific Coast's five major markets. 
Dorothy Dix f *The Journal reaches 19,096 more families in 

+ New York: Mirror. Sun. the Portland Area than any other newspaper. 
vauhwa  & 

Chicago: Times, News, &@ 

lirald mercan 
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Actually, it seems clear that the 
designation “photographer” was 
meant to apply only to the garden 
variety of portrait photographer 
and not to the commercial photog- 
rapher upon whom advertising 
leans so heavily. The same applies 
to “artists,” the designation appar- 
ently being meant exclusively for 
the artist delving into “pure art,” 
and not for those engaged in com- 
mercial art work, many of whom 
are doing work of extreme impor- 
tance to the war effort. 


Seek National Directive 


In some instances, notably in the 
case of one regional Selective Serv- 
ice director, these distinctions have 
been made clear, and local boards 
have been asked to abide by them, 
but in most other cases local boards 
have refused to see any distinction 
between the artist who is painting a 
still life for eventual placement in 
the local museum and the commer- 
cial artist who is illustrating a shop 
manual for an aircraft factory. Ef- 
forts are now being made to have 
this matter cleared up through a 
national directive which would ac- 
quaint all local draft boards with 
the situation, and advertising or- 
ganizations here express confidence 
that such a directive will be issued 
shortly. 


Van Camp to Advertise 
Throughout Summer 


Advertisements featuring new 
recipes combining Tenderoni with 
a variety of vegetables will augment 
the nationwide campaign currently 
being conducted by Van Camp 
through Calkins & Holden, New 
York. 

Promotion of the product will be 
stimulated throughout the summer 
months, when vegetables are in 
abundance, with full pages in color 
appearing in The American Weekly 
June 20 and This Week Magazine 
June 27. The campaign will continue 
with insertions appearing in Every- 
woman’s, Family Circle, Ladies’ 
Home Journal, Sunset, Western 
Family and Woman’s Day. 


Food Suppliers 
Set Up New Group 


Pittsburgh, May 11.—The Noa- 
tional Institutional Food Suppliers 
Association was organized here 
today at a meeting at the William 
Penn attended by representatives .; 
most of the leading organization. 
selling to hotels, hospitals, restay- 
rants and other groups in the mass 
consumer market. 

Sherman J. Sexton, John Sexton 
& Co., Chicago, was elected presi- 
dent; Alfred G. Bauer, George Ss. 
Daugherty Company, Pittsburgh. 
vice-president; A. O. Griffin, H. A. 
Johnson Company, Boston, vice- 
president, and T. E. Derwent, B. A 
Railton Company, Chicago, secre- 
tary-treasurer. 

The new group was developed 
largely because of failure on the 
part of OPA to recognize the spe- 
cial functions of distributors in the 
mass consumer market, which now 
includes cafeterias in defense plants. 
The suppliers believe that both they 
and their customers are among the 
forgotten men in Washington. 

A new wholesale-retail mark-up 
schedule in the grocery field has 
just been announced by OPA, but 
the institutional suppliers have not 
been separately classified, although 
their type of distribution is gener- 
ally conceded to be a more expen- 
sive operation than the _ typical 
wholesale grocery. 


Expands Drive; Names 
Meldrum & Fewsmith 


National Supply Company, Pitts- 
burgh, manufacturer of oil field 
machinery and equipment, Spang 
pipe and Superior Diesel engines, is 
launching an expanded institutional 
campaign in Chicago Journal of 
Commerce, Wall Street Journal and 
business publications. Meldrum & 
Fewsmith, Cleveland, has been ap- 
pointed advertising agency. 

The series will dramatize National 
Supply products and show the part 
they are playing in the nation’s war 
effort. 


THE RIGHT INTRODUCTION smooths the way 


Take advantage of WMBD’s unique position of 


a confidence-building introduction by an old and 


| 
| 
| leadership in rich Peoriarea—it gives your product 
| 
| 


trusted friend. WMBD is close to the family circle 
of the homes in 17 of Central Illinois’ richest agri- 


THE RIGHT INTRODUCTION 


Recently completed 36955 call survey 
by Robert S. Conlan and Associates 
shows impressive coverage; WMBD 
| delivers the Peoriarea market as no 


other medium can. 


cultural and industrial counties. 


= 


i = i - meal 5 


PORTLAND, OREGON 


Represented by REYNOLDS-FITZGERALD . . . New York 
Chicago, Philodeiphia, Detroit, Los Angeles, Son Francisco 


FREE & Call Free & Peters or Write WMBD 
PETERS, Ise for copy of complete Conlan Survey 
reales * i * 


WMEBD is a member of CBS 
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THE SAGA OF 
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I, was Mr. Ickes’ baby, the largest and longest pipeline 
ever put down... 1,400 miles of twenty-four inch pipe that 
will carry 12,500,000 gallons a day from Texas to the oil 
hungry East. WPB allotted the steel. RFC put up the money. 
A group of big oil companies planned, engineered and 
managed the project. And nineteen contractors with Gold 
Tooth Bam, Airport Slim, Skytook Red and the other 
pipeliners did the work, laid almost three miles of pipe per 
day over deserts and mountains, in swamps and under forests, 
in rain, snow and floodwaters . . . Read “Pipeline to Victory” 


—a Paul Bunyan yarn—in The American Magazine for June! 
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GOLD TOOTH BAM and the others— 


Our news these days is full of strikes, shortages, fights, 
delays in carrying on the war. We hear little of the other 
side—of industry and labor working together as no team 
ever worked before, doing surpassingly well the biggest job 
since Creation ... Free enterprise, initiative, personal 
responsibility and individual performance, heroic disregard 
of obstacles, time, and the easy way, are still part of our 
national tradition . . . a story that The American Magazine 
is proud to report month after month, issue after issue. And 
a story that belies all you have heard or read about Americans 


gone soft, self-seeking, profiteering! 


In the Service of the Nation . .. started as an editorial resolve to record 


what Americans in wartime need to know, must know ... And as an 


editorial accomplishment, it has upped circulation for over two solid years, 
increased readership every issue, added influence and respect for a great 
magazine . . . augmented the audience of “people who give a damn,” 
people who make opinion and policy in this country as well as markets 
...made a mightier medium among people who count for most in 
this country! Advertisers fortunate enough to be in its pages this year 
are getting attention, interest, acceptance, value that no other 


major magazine can offer .. . from an essential audience no other 


magazine has! .. , The evidence is in every issue! 


THE CROWELL-COLLIER PUBLISHING COMPANY 


250 Park Avenue, New York 


June issue 
out now 
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38 Pages Used to 
Feature Midocean 
Seaplane Dromes 


New York, May 12.—A dream 
which has fired the imagination of 
scientists, engineers, and fiction 
writers for scores of years moved 
comfortably close to reality this 
week as C. Bedell Monro, president 
of Pennsylvania-Central Airlines, 
revealed in Washington yesterday 


STUDIOS INC. 
540 N. MICHIGAN AVE. « CHICAGO 
Whitehall 5355 


that his company has filed applica- 
tions with the Civil Aeronautics 
Board for permission to build and 
use three steel “seadromes” spaced 
at 800-mile intervals across the At- 
lantic. 

Mr. Monro’s announcement was 
bolstered by full-page advertise- 
ments today in 38 papers in 34 cities 
across North America, including two 
cities in Canada. Some mystery 
surrounded the identity of the actual 
advertiser, although the advertising 
was reported paid for jointly by 
Pennsylvania-Central, and by Sun 
Shipbuilding & Dry Dock Company, 
U. S. Steel Corporation, Wirth Steel 
Company, Belmont Iron Works and 
John A. Roebling Company, which 
are associated in the project of 
building the floating platforms. The 
advertising was placed by Batten, 
Barton, Durstine & Osborn, who 
handles institutional advertising for 
U. S. Steel. 

The enormous floating airfields 
would cost about $10,000,000 each 
to construct, and would resemble 
giant aircraft carriers, but would 
not roll or pitch because they would 
be based on underwater floats 
reaching 160 feet below the surface. 
The deck of the seadrome would be 
70 feet above the ocean and would 
include not only complete landing, 
take-off, and servicing facilities for 
planes, but also a deluxe hotel for 
passengers who desired to exercise 
stop-over privileges. The man- 


‘made island was designed by Ed- 


STEPPING STONES 


Fenneylounie Contes! Abiiines projects 


SEADROME 
ROUTE 10 EUROPE 


New Air Senos 6 ateciens The practical answer 


to transatlantic flying... stepping stones of steel tr be built with prwate 
capital. Open to all Companies... all Nations. 


Tr 
PCA files appl with Civil A Board | ARMSTRONG 


Telling the story of its application to 

the CAB for a flying route to England 

and its plan for Seadrome bases in the 

Atlantic, Pennsylvania - Central Airlines 

carried this full-page newspaper copy 
last week. 


ward R. Armstrong, well-known 
Philadelphia construction engineer, 
and would weigh approximately 64,- 
000 tons, according to Mr. Monro. 
Pennsylvania - Central’s applica- 


tion to to the CAB asked for permis- 


sion to fly an air-route from the 
East Coast to England, using three 
seadromes which would be so spaced 
as to avoid ice and fog hazards to 
as large an extent as possible. An 
added feature of the dromes would 


be the fact that they could be self- | 


propelled at a speed of 8 knots an 
hour, thus further avoiding unpleas- 
ant weather conditions. 

Mr. Monro stressed that his com- 
pany did not request exclusive use 
of the midocean bases, but that they 
would be made available to other 
U. S. airlines, and to the planes of 
foreign countries. 

Through the use of such midocean 
bases, he asserted, it seems entirely 
within the realm of probability that 
pay loads could be increased to the 
point where passenger fares could 
be substantially reduced, perhaps 
getting down to as little as 6 cents 
per mile. 

Decision as to the proposed trans- 
oceanic route, and presumably as to 
the use of the seadromes as well, 
must await action of the CAB, 
which only last week reaffirmed its 
wartime policy of refusing to act on 
applications for new routes, either 
domestic or international, except 
where military expediency makes 
such action necessary. All other ap- 
plications—and there are an amaz- 
ing number of them on file—will 
presumably have to wait until the 
end of the war for CAB action. 


if they ca can do this 


What prospects would see when they looked under your 
business clossification for your trade mark. Note how easy 
it would be for them to contact your dealers. 


For details call the business office of the 


are listed under it. 


restricted sales. 


local telephone company. Ask for the Directory 
Advertising Representative. 


..-fo find your dealers 


Do owners of your product who need service have to hunt for 
an authorized outlet? Are they obliged to burn up gas or wear 
down shoe leather? 


Or do you save them the time and trouble by sending them 
direct? One way is to display your trade mark in the Classified 
section of Telephone Directories, and see that your local outlets 


This simple plan of bringing customers and dealers together 
helps to assure that your product will be serviced properly; helps 
your authorized dealers to increase income in these times of 


Sunkist Urges | 
Sliced Oranges 


Instead of Juice 


New York, May 12.—One of the 
latest and strangest indications of 
merchandising plans which have 
gone awry because of wartime eon- 
ditions popped up here this week 
when the California Fruit Growers 
Exchange broke advertisements jp 
drug papers and other dealer media, 
advising druggists and restaurant: 
how to stretch their supply of Sun- 
kist oranges. 

After more than a quarter of a 
century of intensive promotion and 
advertising, during most of which 
period consumption has grown by 
leaps and bounds because of inces- 
sant promotion of orange juice as a 
drink, Sunkist this week back- 
watered to some extent by urging 
dispensers to substitute sliced 
oranges for orange juice in order to 
make the supply of oranges go fur- 
ther. 

Advertising asserted that the 1943 
crop of California Valencias wil] 
probably be the third or fourth 
largest in history, but that supplies 
will be restricted somewhat due to 
the fact that 20% of shipments are 
diverted each week to the proces- 
sing of concentrates for Lend-Lease 
and the armed forces. In addition 
the armed forces are taking sub- 
stantial quantities of fresh fruit. 

As a result, Sunkist said, sliced 
oranges might be placed on club 
breakfast menus in place of orange 
juice so that “you will save up to 
50% of your orange supply on 
breakfast alone; with no great loss 
|of appetite appeal or customer satis- 
faction.” 

Orange juice should be kept on 
the ala carte menu, the advertise- 
_ment said, but service should be 
limited to five or six ounces per 
| person. 


Named Ad Director 


Hazel Meyer, formerly assistant 
| to the president of Alfred J. Silber- 
| stein, Inc., New York, has been 
appointed advertising and publicity 
director of Publishers Holding Cor- 
poration, New York. 
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The vast majority of Los Angeles women are 
still full-time home-makers— family “purchasing 
agents” with plenty to spend. But today, thou- 
sands of Los Angeles women are wage earners, 
too. Many more than ever before. 


They’re taking shifts on the assembly line . . . conduc- 
torette-ing street cars... riveting and welding. They’re 


part of the war-changed scene in Los Angeles. 


Right now these home-makers and war workers are 
doing a lot of menu planning—buying food, clothing, 
cosmetics, household and personal items—and today they 


have the “‘where-with-all” to buy more and buy better. 


FACTS FOR YOUR FILES 


The Times seems to have captured the interest of 
all these Los Angeles women—home-makers and 
war workers alike—pretty completely. Witness 
103,306 phone calls and letters to our Women’s 
Service Bureau for recipes, patterns, gardening and 
beauty tips during the last three months. 


Note, too, The Times’ 69% leadership in 
Women’s Clothing advertising . . . its year-after- 
year “first” in food advertising. Plus the largest 
home-delivered circulation on the Pacific Coast. 


( 


Cos Angeles Times 


BY WILLIAMS, LAWRENCE & CRESMER 


TED 
REPRESER _ SAN FRANCISCO 


WEW YORK - CHICAGO - DETROIT 
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i . | hosi has joined RKO theat i 19, where theater audiences will | 

Set First Aid Week Venida, RKO Open | a toeto-thigh beauty hunt which |choose, by their applause, the three | PLEASURE BENT 


National First Aid Week, spon- | ° probably will spread to other cities | prize-winning pairs of legs in each . 
sored by the National Association Joint Search for before it runs its course. At pres-| theater. On May 26, the three prize ‘3 600 MUS. 
7 


of Retail Druggists, will be observed | 


May 23-29. 


Librarians to Meet 


The Special Libraries Association | distinguished by its lack of nylon) 
will hold a wartime conference | stockings, the Rieser Company,| 
June 22-24 at the Hotel Pennsyl-| maker of Venida hair nets and 


vania, New York. 


| . 
Beautiful Legs York, where, beginning May 17, the| pear in district-wide contests, and 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING. 


SIGNS OF LONG LIFE 


by 


ent, promotion is limited to New) winners from each theater will ap- 


contest will occupy an additional|on June 2, winners from each dis- WAR BONDS 
New York, May 11.—Taking ad- spot on “the Make-Believe Ball-| trict will appear in the grand final for the Most Beauti ul 
vantage of a women’s market sorely | room,” heard over Station WNEW,|contest at RKO 86th Street, New . 
New York. York, where they will be judged by | Legs in New York! 
| Copy leads off with the question,|dancing instructor Arthur Murray,| —3% 
The Makers of VENIDA LIQUID HOSIERY’ join 
with RKO THEATRES i Sensational Bessey Vion 


|\“Have you the most beautiful legs Harry Conover, model agency head, | 
'_Venida Triple-X facial tissues, last | in your neighborhood? In your dis-|and James Montgomery Flagg, | 
| week made its bid for a lion’s share|trict? In all New York? Here’s artist. 

/of the liquid hosiery business by | your chance to find out—and to win| Topping the list of 79 prizes is the 
(using a full-page insertion in the|fame and money-valuable prizes. | grand award of a $500 bond. One 
New York Daily News and one-| Don’t be bashful — register in this! stipulation of the contest requires | 


cialis @ asses “VE ce 


minute spots over four local radio| glamorous Venida-RKO theaters | candidates to give permission to use | 
stations to herald a $3,600 war bond | contest today.” \their names, photographs and pho-| 
contest for the “most beautiful legs! Aspirants are required to fill in| tos of winning legs in advertising| : 
|in New York.” |a registration coupon provided on/|and publicity. 


| A comparative newcomer in the|the page and make an appearance | A box at the bottom of the ad- 


‘field, the maker of Venida liquid/at a local RKO playhouse on May |vertisement is devoted to a special 


r 


REGISTER TODAY- 


BUY 
WAR 


So ae met aoe 


The Rieser Co., New York, maker of Ve. 
nida hair nets and Venida Triple X facial 
tissues, used this full-page advertisement 
in the New York Daily News and spot 
radio announcements to herald a “beau- 
tiful leg" contest to be sponsored co. 
operatively with RKO theaters in New 
York. The competition is designed to 
create a following for the new Venide 
Liquid Hosiery. 


|““during contest period only” offer, 
| featuring one package containing 
| Venida Magic Block, for removing 
| hair from legs, with every purchase 
‘of Venida Liquid Hosiery. Copy 
|emphasizes that it glorifies pretty 
legs, conceals every blemish. 

| E,. T. Howard Company, New 
| York, handles the Rieser account. 


Van Sant, Dugdale & Co. 
Makes Two Promotions 


Henry G. Erck, account executive 
with Van Sant, Dugdale & Co., Bal- 
timore agency, which he joined in 
1930, has been made a vice-presi- 
dent. 

Nellie B. Iardella, also with the 
company since 1930 as an account 
executive, has been appointed as- 
sistant treasurer and_ controller. 
Both Mr. Erck and Miss Iardella 
will continue to function as account 
executives. 


Art Directors Club 
Elects Officers 


William A. Irwin of Blackett- 
Sample-Hummert was elected presi- 
|dent of the Art Directors Club, New 
York, at its annual meeting May 5. 

Other officers elected were Wil- 
liam Strosahl, William Esty & Co., 
lst vice-president; J. Gilbert Sutton, 
|Sutton & O’Brien, 2nd vice-presi- 
|dent; John Jamison, J. M. Mathes, 
|Inc., secretary; and William L. 
Longyear, Pratt Institute, treasurer. 
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Night Express to Moscow 


“PN My Jos you naturally pick up a fair amount of 
information about places in this country. 


“But not long after the war started I found out 
there was plenty I didn’t know about foreign coun- 
tries. Anyone sure could have stumped me by ask- 
ing for a round trip to Narvik or Orel or Bizerte 

. I'd never even heard of them. 


“In fact, I’ve practically had to learn my geogra- 
phy all over again . . . and thanks to LIFE for mak- 
ing the job easier. I don’t mean just maps and 
names of places. It’s more than that. In LIFE I’ve 
really come to know the people that live on the 
maps and, when you understand the people, it’s 
easier to understand what this big war is all about. 


“And LIFE doesn’t just hit here and there. It 
takes you all over the world and shows you all 
kinds of people, from Chinese to English to Nazis. 


“Nothing has brought me as close to Russia as 


LIFE. Reading that special Russian issue was like 
taking a train to Moscow and the other big Russian 
cities. It took me into the factories and out to 
the farms, showed me the Russian people and what 
they are fighting for. And I was amazed to see how 
the size of Russia dwarfs even our big country. 


“Add up all of LIFE’s foreign information and 
its reports on the things that happen here and I 
guess you've got the reason why all of us—my wife, 
three kids and I—just swear by LIFE.” 


Keeping up to date 


TODAY approximately 23,000,000 civilians and 
men and women in the armed forces buy or borrow 
their way into an interested reading of each issue of 
LIFE. 


This fact outweighs any individual comment. But 
the editors are keenly interested in reader opinions 


like the above. Readers frequently cite LIFE’s lucid 
presentation of modern geography as their biggest 
reason for liking the magazine; many others praise 
its practical domestic subjects that help regulate 
wartime lives. 


On all topics, from the frills of Hollywood to 
modern art or logistics, readers seem to find LIFE 
the most pleasing and comprehensive means of 
keeping up to date with the world. 


Eyes for the Minds of America 
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Plan Ahead, But 
Victory's First, 
NIAA Warned 


(Picture on Page 51) 


New York, May 10.— Industry 
should do all the postwar planning 
it can without interfering with war 
production, but it shouldn’t do so 
much talking about it as to risk) 
creating in the public’s mind the 
impression that the war is just) 
about over. This advice was in- 
jected into a meeting here late last 


|to say about this matter. 
ithe recipients 


ADVERTISING AGE 


May 17, 


meee 


reference to world trade he said| war will have to be financed by | policy and possible participation in| cooperative with local groups anq 


the long range objective of the ad- 
ministration is the same as it was 
before the war: 
national trade by the lowering of 
trade barriers. When the war is 
over it will be possible, in fact 
necessary, he maintained, for many 
countries to make what amounts to 
a new economic start. The whole 
question of tariffs and other trade 
barriers, especially in what is now 
the Axis-controlled Europe, will 


|have to be considered, he pointed 
}out, and the principal Allies, both 
|by their example and their direct 
|influence, should have a great deal 


Although 
of Lend-Lease are 


| committed to a policy of freer flow- 
|ing international trade, it is recog- 


week of the National Industrial Ad- nized that rehabilitation and recon- 


vertisers Association by two speak- | 
ers who were not scheduled to talk | 
on postwar planning, although 
about half the program was devoted | 
to that subject. 

First to sound the alarm was Col. 
A. Robert Ginsburgh, aide to Under 
Secretary of War Robert Patterson, 
who gave an off-the-record report | 
of the progress of the war. He com- | 
mended industrial advertisers for 
three splendid jobs they have done | 
in the war effort—speeding produc-_ 
tion, stimulating an aggressive fight- | 
ing spirit, and inspiring labor-man- | 
agement relations — but warned | 
them not to let the people develop 
the idea that the war is won by) 
talking too much about postwar | 
planning. He also suggested that 
advertisers recognize the importance 
of the work being done on the home 
front by the men in war plants and 
give them some of the attention ac- 
corded fighting forces in advertis- 
ing. 


Fears Postwar Overemphasis 


Harvey Conover, president, Con- | 
over-Mast Corporation, New York, | 


voiced a similar caution in connec- 


tion with his plea for pooling allied | 
war production methods for victory. | 
returning from England, 
where he had spent two and a half | 
months studying British production | 
methods and developing a plan for | 
complete exchange of production | 
information between British and_/| 
he was) 
great | 


Upon 


American manufacturers, 


startled, he said, by the 


amount of printed matter devoted | 


to promotion of postwar planning | 


rather than to development of 


methods that would aid in shorten- | 
Although he feels | 


| 


ing the war. 
such planning is essential, he be- 


lieves the emphasis is far too great | 


and if continued unabated it may 
result in diversion from the task of 
putting full effort into winning the 
war. 


Mr. Conover reported that a free | 
exchange of production information, | 


data on stimulating and improving 
production, methods used in com- 
batting absenteeism, and other re- 
lated material are being perfected 
between the United Nations. 

The afternoon session of the con- 
ference, which was the third re- 
gional meeting held this season by 
the NIAA in lieu of its usual na- 
tional convention later in the year, 
was devoted to the subject of post- 
war planning and treated by five 
speakers. Ernest K. Lindley, chief 
of the Washington bureau of News- 
week, set the stage for the discus- 
sion by reviewing the various ac- 
tivities by government agencies 
aimed at the postwar problem. In 


| 500,000 
STOCK PHOTOS 


= 


struction immediately following the 


to stimulate inter-| 


|,oans, he asserted. 


| 
Decide on Objective 


In discussing how to set up a 
postwar plan, George S. Pfouts, di- 
rector, production research depart- 
ment, Tite Flex Metal Hose Com- 
pany, Newark, N. J., said his com- 
pany is anticipating the worst that 
can happen after the war and plan- 
|ning for the best. The first thing 
| to do, he advised, is to decide the 
| objective of the planning and then 
|set up a short term and a long term 
|program, the latter being an ex- 
tension of the former. Problems to 
be considered are managerial, dis- 
tribution, development, and produc- 
tion. One person should be given 
the job of following trends closely, 
including markets, employment, 
money market, prices, government 


industry. 

A study of distribution, Mr. 
Pfouts said, will bring out the major 
markets in which the company can 
expect to participate, consumer 
needs, weakness and strength of old 
methods of merchandising, the type 
and amount of advertising neces- 
sary now and in the future, com- 
petition, possibilities of export, 
training of salesmen for a more in- 
telligent handling of available mar- 
kets, and make possible the setting 
up of a strong merchandising pro- 
gram. His committee is assembling 
a postwar library on all related sub- 
jects and-rdigests all new material 
into a weekly letter for manage- 
ment. 


Mr. Pfouts suggested that post-| 
war planning by a company should | 


‘not be selfish, but that it should be! 


interests. 


Research a Major Factor 


Research will play a major pa; 
in the postwar era in developing 
fitting and effective application o; 
the many new material combina- 
tions emanating from the war, the 
meeting was told by Clyde E. wi\- 
liams, director, Battelle Memoria) 
Institute, Columbus, O. The com- 
petition between research depart- 
ments will be just as keen as that 
between sales departments, he pre- 
dicted. The manufacturer of , 
finished product will have to pa, 
more attention to and spend more 
money for research. His organiza- 
tion will not only have to keep cur- 
rently informed about his own fina! 
products, but also will have to keep 
up with the procession in new 
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IF YOU'RE NOT A METALWORKING MAN, you can't be expected 
to share our readers’ consistent devotion to The Iron Age. But as an 


advertising man, you can understand it and use it. . 


. once you've been 


given the facts in the case. That's the purpose of this series of advertise- 
ments. We're confident that when you know the whole story, you'll plan 


your present and future advertising schedules to the advantage of all 


. spreading the know-how of war production where it will 


do the most good today, and building customers for tomorrow. 
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;nowledge of raw materials and | formerly have dared to specify. It) turn to peacetime work in order to| industrial advertising must still *s No 


: its | ti haan r of Paper 
esses. To Offset the huge over-/| will be possible to utilize both, he keep its people employed and its tied to the ghey ec 3 gp beer med Fea pe 
oe sion of America’s productive | asserted, because of the great back- | facilities in operation. With this} is no law, | e said, ee wee Before Oct. 
ae he asserted, much will de-|log of consumer demand, both do- definition as a basis, a advocated | a little “tomorrow” along with i | ’ 
—— i ili sti i ill|‘“Philosophy Plus Product” type of | S 

pend on its ability to create prod-| mestic and foreign. Mr. Hil phy Nelson ys 


. ‘ , j -|advertising for achieving postwar | 

+e out of these newly developed | enumerated seven points to be con- | ad\ ts ic st 

ate al ‘combinations which will| sidered in postwar planning: (1) do|objectives. “In other words,” he Walsh Promoted . | Washington, D. C., May 12.—The 

mate ficient sales appeal at suf-| your own thinking; (2) watch the | explained, “start now telling people D. W. Walsh has been appointed | , avertising and publishing  busi- 

rate ty 1 w cost effect of wartime shifts in popula-|not only what you make, but why | general sales manager, tire division | - acces go had eyed July 1 with 

ficiently lo . ‘tion: (3) watch for change in buy-| you make it the way you do. Sell|of United Siaies Rubber Company, | anxiety because of the possibilities 

Lists Seven Points ing habits; (4) study changes in| the company back of the product, | New York. Mr. Walsh joined the | of another reduction in paper sup- 

E b se this nation has| distribution; (5) keep an eye on along with the product itself. |company in 1931, and became Pa- plies, were reassured this week by 
Siapey _Seseees Reco depression, | competition; (6) raise your own “Advertising always has been the | cific Coast manager in 1941, and Donald M. Meleon and officials af 

eee cyl ge it "eee be sights; (7) remember that new/forerunner of business,” he de-| assistant to the general sales man-| 

there 1 s 


: the printing and publishing branch 
ve this time, Lyman Hill, director | leaders emerge out of time of stress; | clared. “It’s the advance scout.| ager in 1942. | of tee War Predation Goat 

a a les research Servel. Inc.,| that applies to individuals as well| And no advance scout is worth a — | Until Oct. 1, Mr. Nelson declared 
# oe ite Ind told the meeting. as companies. whoop if he isn’t sent out until the Martin Goes to Coast \flatly, there is no reason to expect 
The Saneam for this is that the coun-| James W. Irwin, assistant to the | emergency comes riding up over the \further reduction in paper supplies 
try today has the best industrial| president, Monsanto Chemical Com-/| hill. The time to start ‘Philosophy| Walter B. (Duke) 


isi is h b t f d f yee has | provided publishers live within 
history of the world,| pany, St. Louis, defined the postwar|Plus Product’ advertising is here) been trans esse ele icago their allotments. 

mee os the largest labor force | perio’ as that era when the demands | today—and even today it is close to|the San Francisco office of Ruth-|° "Testifying before the House sub- 
raiaee to feats of craftsmanship|on industry for war production are|a quarter till midnight. It is true,| rauff & Ryan, where he will be in 


committee on interstate commerce, 
«hich no industrial designer would! so lessened that an industry must'he admitted. that much of current charge of creative work. Mr. Nelson re-stated the paper situ- 


ation, showing that a deficiency of 
only 66,796 tons would arise be- 
tween 1941 newsprint consumption 
(upon which 1943 usage is based) 
j}and expected newsprint production 
|this year. “This deficiency is not 
|large enough to cause serious con- 
; cern,” he said. 


Re-states Policy 


Mr. Nelson also re-defined WPB’s 
paper policy: 
1. No limitation just for the sake 
al e € of limitation, but solely to meet war 
needs. 
c— 2. No suggestion to any pub- 
lisher as to how he shall use the 


paper allotted to him (any other 
course would inevitably lead to a 
controlled press). 


TO GAIN AND HOLD THE ATTENTION Pedi lap 


reaffirming WPB’s non- 
partisan stand, Mr. Nelson also 


revealed that the agency has not yet 
W ING MEN _worked out any doctrine or yard- 
’ | stick of “essentiality,” the lack of 


| which has plagued many publishers 
|of business and technical papers. 


d | Business paper publishers have 
. i ria aper /argued that the services rendered 
IT’S A SAFE BET that the e n rn P P by their papers to the war effort, 
at ion Stam o. 17 were an argument supported by the atti- 
editors to spend Sugar Ratio’ P _ tude of the Army and Navy in per- 
Tom Lippert and Frank Oliver of The Iron Age. 'mitting advertising in trade and 
. _technical publications as an item of 
For that’s the ticket that buys the shoes, you know |cost in government contracts, places 
‘ Pa | them in a different category. Their 
_. . and no editors tramp the field for hot inside |classification as magazines, these 
. publishers feel, obscures their 
stories more than Iron Age men do. essential differences. 
THEY MUST. Swivel-chair editors just can’t deliver Wm. J. Morton Moves 
: . . | Wm. J. Morton Company, U. S. 
the meaty, high-caliber reports of developments in |representative of La Presse, Mon- 
: s treal, has moved its New York of- 
American metalworking that the 100,000 key men fice to 400 Madison Ave. 
who read The Iron Age every week have come to 


Acquires New Account 
expect. Greneker Corporation, New York, 
maker of forms for bullet-proof 


1. W. LIPPERT, Managing Editor of The Iron WE'VE BEEN ASKED, “How do you manage to gasoline tanks, has appoiy .ed Con- 


Ane 


| solidated Advertising Agency, New 
m, HOST Oe @ Cees Gn Se Rive torge & bat 1.000 with these editorial beats of yours?’’ It’s York, to handle its advertising. 
this job... he's out of the office more than in. ; : — is —- ra 
n the staff since 1933; Physics B.S. and M.S., partly our well-developed field organization. And it’s Joins Los Angeles Agency . 
tmegie Tech. ‘on Age has the | C. W. Culpepper has joined Hill- “+, ee 
arnegie Tech partly sheer momentum . . . The Iron Ig seam «ome Weawes,” kale ages 
inside track with the top outside contributors be- agency, where he will handle copy 


° and research. 
cause it /s the top paper. Above all, it’s our editors 


... Lippert and Oliver among many good men. 


Names Headley-Reed Co. 


Headley - Reed Company, New 


. ¥ York, has been appointed national 
THE RESULT is an editorial value that makes radio station sepressntative tor Sts- 

. ee . ” tion WFTL, Ft. Lauderdale, Fla. 
Tron Age “readership” more nearly an obsession. 


Nearly everybody in American metalworking who wy caw 
cares about improving or holding his own position | YOU CA Ts 
or that of his company depends on The Iron Age 

for information that will help him do it. 


Ooo 


COVER MICHIGS 


a Up 
A GOOD MEDIUM to carry your advertising now / 


e r | 
and later? Yow het. 


r LIVER. Technical Editor of The / : 
™ 2 By 

e® also one of the country s Larger J 
. ers of Shoe Leather just back wd - Cw 
"or 3 trip to the West Coast. With us a 2 Sree ree 


THE 
934 M . Ste ens Inst BATTLE CREEK 


ENQUIRE 


N th 


“oven 50,000” 


Population Group 


A Chilton © Publication 
100 East 42nd Street, New York City 


egs 
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Success Greets 
Philco Efforts 
to Aid Dealers | 


Philadelphia, May 12. — Foresee- | 
ing the day when victory will! 


and dealers again with radios, tele- 


to provide its 


ee ae a a a ae 


Lowest cost * 


in the business field * 
($4.63 per page per 1,000) 


CHOOSE THE 
LEADER IN 
THE BUSINESS 

FIELD.... 


++ ++ + + 


Dn 


ture. 


and retailing fields recently 


/merchandise—from paint to furni- | 


Philco does not stock, sell or 


| profit on a single one of these lines. 
Full-page advertisements in trade|The Philco advertising budget is 


provide its retail outlets with non- | 


priority products which can _ be 
merchandised by Philco’s distribu- 
tors and dealer salesmen. 


One year ago Philco appointed a| going over well. 


| 
| 
| 


How is it working out? In the 
words of Max Enelow, secretary of 
Philco’s advertising agency, Sayre 
M. Ramsdell Associates, the idea is 
Not all distribu- 


| units. 


Philco dealers wanted a 
higher unit of sale. Today the 


Philco dealers have several pack- | 
publications in the radio, electrical,| used to promote their movement to|aged “sets” of Fireking glassware 
‘air conditioning and refrigeration | distributors and dealers, and it is|and Anchor-Hocking has learned 
re-|Philco salesmen who merchandise | something new in the way of pack-| 
viewed Philco’s intensive efforts to | these alien lines to the radio trade.|aged glassware. 


Needless to say, 


| Anchor-Hocking will expand its line | 


|of packaged assortments. 

| To ease the changeover in dis- 
\tribution methods for both the 
manufacturers and Philco dealers, 


committee of three to test, select|tors can handle all the lines which Philco donated the services of its 
enable it to supply its distributors| and recommend lines to its 150 U. S.| Philco’s three-man committee digs | advertising agency so that advice, 


distributors. Walter 


Eichelberger,| up — for 


many manufacturers 


and giving their lines to 


peacetime outlets| charge of Philco branch distribution | Philco distributors would alienate 
with a wide variety of available| operation, comprised the committee. their present jobbers. However, Mr. 


| They dug up lines and at first sent} Enelow says, many of the wartime 
|out descriptive bulletins to distribu-| lines will continue to be handled by 


| 
| tors. 


Later the committee inserted|Philco distributors after the war. 


_advertisements in trade papers cov-|Some are making as much on their 


/ering likely 


industries — with a/ wartime lines as they did in peace- | 


'“show us something our folks can| time and they intend to keep them 


sell” plea. 
Many Lines Considered 
Hundreds of lines and products 


selected were Sherwin - 
ware, Verd-A-Ray lights, Soil-Off 


liquid cleaner, Cram world maps 
and globes, Thermoid tufted rugs 


accessories from a variety of 
sources. 


were considered and among those! 
Williams | 
Kemtone paint, O’Cedar products,| have grown out of the Philco cam- 
Anchor-Hocking Fireking glass-| paign. 


even after they can return to their 
normal functions as radio and radio 
parts outlets. 


Others Are Aided 


Many interesting developments 
For 12 years Soil-Off liquid 
cleaner enjoyed good distribution 
on the West Coast. In one swoop 
it has captured national distribution 


4 |and occasional chairs and furniture | through Philco distributors. 


Anchor-Hocking formerly sold its 
Fireking glassware as_ individual 


As the many diversified 


A.B.C, City Zone take on 
of skilled workers grows e 
Latest to announce exp 


starts making parts here 
Whitney airplane engine. 
These new earners will 
already unprecedentedly 
this metropolitan center « 


here for only l2e¢ per line 


blanket coverage of any m 


sumers. Troy's sales potential today outranks many 
former so-called “key markets.” 


The Record Newspapers, Troy's sole dailies, reach 


industries in Troy and its 
more war tasks their force 
ver greater. 

ansion is the Ford Motor 


Co., which is adding hundreds more workers as it 


for the powerful Pratt & 


boost to greater levels the 
high purchasing power in 
~ more than 115,000 con- 


| 


“everybody.” enabling you to do the complete job 


lowest cost single-medium 
ajor New York market! 


| 
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THE TROY RECORD 
THE TIMES RECORD 


All Advertising Direct 
J. A. Viger, Advertising Manager 


layouts and copy for folders, bro-| 
vision sets and other equipment, | Philadelphia division manager, J. H.| already have excellent distributor | chures and direct mail pieces fit the 
Philco Corporation is entering the | Otter, Philco sales manager in the|setups of their own in some terri- 
final stage of a year-long campaign| central states, and Hal Scheer, in| tories 


i\need of its dealers. The agency, 


|through Philco, advises Philco dis- | 


tributors and dealers of any coop- 
erative advertising arrangements 
|available on the new lines. 
;outlets decide whether the plans 
jand materials fit into their par- 
| ticular sales and territory setups. 

Philco research 


Philco | 


laboratories are | 


May 17, 


HELPS 'EM ALL 


| 


» 
a 


I'm an O-P-R 
toa anheen 


} THE SOUTHERN NEW ENGLAND TELEPHONE COMPANY 


_at work on vital, secret electronic | 


| development projects to aid the wai 
|effort, the company reported to its 
20,000 dealers this week in a 16-page 
summary of its war activities en- 
titled “One Year of Production foi 
| Victory.” The report tells in detail 
how the complete facilities of Philco 
|laboratories, production lines, ma- 
| chinery, 
/personnel, and the company’s far- 
\flung service organization were 
turned over 100% to war produc- 
ition. It was prepared by the agency 
|}and James H. Carmine, Philco vice- 
| president in charge of merchandis- 
ing. 
“Just as Philco research and 
|}manufacturing facilities have been 
jconverted to the service of the 
j}armed forces,” the brochure says, 
|“so Philco advertising has been 
|completely converted to the service 
lof the nation’s war morale. In 
| magazines, newspapers, posters, by 


mail and over the air, Philco is 
telling the nation the story of 
|America’s industrial might.” The 


|folder reproduces a number of the 
|cartoon advertisements in the cam- 
|paign which landed among the top 
12 campaigns last year in a nation- 
wide poll conducted by ADVERTISING 
AGE (AA, Dec. 21). 

Radar will be brought into the 


engineering and factory | 


| Southern New England Telephone Co. 


| used this full-page newspaper copy in 
New Haven Register to point out the 
importance of the telephone girl who. 
though she wears no uniform and asks 
only a head-set, says: “l am the girl who 
helps ‘em all, for I'm an O-P-R.” 


| 
| 
| 


foreground through copy scheduled 
in 121 newspapers throughout the 
country, with insertions of 1,000 and 
1,500 lines and full pages. The 
familiar cartoon style of magazine 
advertising will be maintained, but 
radar developments will be intro- 
duced. Rex Stout’s radio commer- 
cials also will be tied in with the 
radar copy. Additional newspaper 
insertions may be scheduled later, 
although plans are uncertain now. 


Sweet's File Released 


Sweet’s File for Product Design- 
ers, a new file of 200 manufacturers’ 
catalogs compiled by Sweet’s Cata- 
log Service, division of F. W. Dodge 
Corporation, New York, is being 
offered free to qualified organiza- 
tions. It contains 1,500 pages of 
specific product information on ma- 
terials, finishes, parts, techniques 
and work equipment. 
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PHOTO BY A, GEORGE MI'LER 


C. M. & H. is known from coast to coast for the quality of its copper halftones . . . and 

you don’t have to be a professional engraver to know that the secret of quality is not in the copper. 
It is in the know-how! 

We have applied our experience in fine reproduction, the best equipment, and careful research to 

the problem of putting into offset printing the qualities that are valued most in letterpress printing. 


We call the result Veritone.* It adds new richness and range to offset reproduction. It retains the 


tone of good originals, and peps up weak copy. 
It will add to your sales messages the powerful appeal of unmistakable quality. Ask us to show 


you what we have done for others . . . and what we can do for you. 


prt C Msi offset Printing Co. 


» of DIVISION OF COLLINS, MILLER & HUTCHINGS - PHOTO-ENGRAVERS 
A 207 NORTH MICHIGAN AVENUE * CHICAGO 


* Registered Trade Name of C. M. & H. Offset 
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15 Billion for 
Construction Seen 


as Postwar ‘Must’ 


FWA Head Predicts 
2,000,000 Will 
Need Jobs Quickly 


New York, May 11.—An annual 
construction program involving a 
cost of $15,000,000,000 will be re- 
quired after the war in order to 
maintain employment at high levels 
and avoid a depression, Maj. Gen. 
Philip B. Fleming, Federal Works 
Administrator, told the Sales Execu- 
tives Club of New York yesterday. 
A portion of this total will come 
from private industry, but govern- 
ment—federal, state and local— 
must be prepared to fill in the re- | 
mainder, he said. 

The end of the war will throw 
some 15,000,000 people out of em- | 
ployment, Gen. Fleming said, the | 
largest segments of this total com- | 
ing from dismissal of 6,000,000 
workers in such industries as air- | 
craft production, shipbuilding, ma- | 
chine production, etc., and from dis- 
charge of about 7,500,000 men from | 
the armed forces. 

Economists assume that 5,000,000 
of these, comprising principally 
women and older men, will retire 
from the labor force; 2,000,000 will 
return to agriculture; 1,000,000 will 
get jobs in service and finance; an- | 
other 1,000,000 will enter domestic | 
service or become _ self-employed; | 
trade will absorb 2,000,000; and | 
another 2,000,000 will return to the} 
ranks of the permanently unem- | 
ployed. 


Still Two Million Employables | 


There will still be 2,000,000 em- 
ployable persons to take care of, 
Gen. Fleming said, and these 2,000,- 
000 must be added to the present | 
500,000 workers in the construction | 
industry in order to fill the gap be- | 
tween the end of the war and in- | 
dustry’s ability to reconvert fully | 
to peacetime production. 
employment in construction would 


not only solve the immediate prob- | 


lem of giving them jobs, he said, but 


would likewise be of value in stimu- | 


lating the entire economy and in 
filling the backed-up demand for 
homes, hospitals, schools, airfields, 
soil conservation and flood control 
works, etc. 

The planning for this work must 
be done now, on both national and 
local levels, he said, in order to 
avoid “made work” projects of 
doubtful value. “For considerably 
less than the war is costing us in 
this one month,” he added, “we 
could underwrite full employment 
for years to come, and assure our- 
selves and our children happier, 
more comfortable and better living.” 

Private industry should be able 
to step in and solve the bulk of the 


labor problem within a reasonable | 
period after the end of hostilities, | 


When Color Plates 
are to be made from 


oe 2 ee expensive and 
time-wasting problems 
frequently arise. But a fine 


Chromart Print 


made from your Koda- 
chrome gives you the 
straightforward production 
routine of black & white. 


A Chromart Colorprint is 
superb art-copy that can be 
lettered-on, pasted into art- 
work, retouched, dramatic- 
ally displayed ...a 
Kodachrome Film cannot. 


Prices start at $38. Write! 


PHOTOCHROME 


837 N. Fairfax. Hollywood 


Their | 


Gen. Fleming said, but nevertheless 
there will always be some kind of 
a public works program, he pre- 
dicted. 


BBC to Rebroadcast 
Six Fred Allen Shows 


The British Broadcasting Cor- 
poration, in cooperation with the 
special service division of the War 
Department, will rebroadcast a_| 
series of six Fred Allen shows to} 
American servicemen in England 
and North Africa, beginning May 16. 

Similar programs of Bob Hope | 
and Jack Benny have been brought | 
to American troops overseas in the | 
past by BBC, as part of its contribu- 
tion to radio entertainment for | 
fighting Americans in foreign coun- | 
tries. 
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Seeman Brothers 
Uses Full Page 
for Subsidy Plan 


New York, May 12.—Irked by 


Congressional opposition to Presi-| wage level. And it helps to increase 
dent Roosevelt’s request for a sub-| the kind of production needed.” 


sidy as a stimulant to production, 
Seeman Brothers, distributor 
White Rose quality foods, this week 
used a full-page advertisement in 
the New York Times to publicize 
the pertinent comments of Raymond 
Gram Swing, news commentator, in 
a recent broadcast. 

Headlined “The Coal Crisis and 
Food Prices,” copy quotes Mr. 
Swing as saying, “A Subsidy is an 


addition to a price, paid by the gov-| New York, as its agency. 


| 


| 


of| company, declared that reprints of 


ernment, and 


the taxpayer. The consumer does 
not pay it as a consumer. As a con-| 
sumer he continues to buy at a fixed | 
price. But later on he pays for it, | 
as taxes are paid in a democracy, | 
according to his ability to pay. This 
saves the price level, and hence the | 


Sylvan L. Stix, president of the 


the insertion will be mailed to every 
senator and representative, because 
“unless Congress grants subsidies 
we are going to have immediate in- 
flation.” 


Schonbrunn Names R&R 
S. A. Schonbrunn & Co., packer, 
has appointed Ruthrauff & Ryan, 


ultimately borne by Held in TWA Post 


_—_—_ 


George F. Held has been ap. 
pointed eastern regional manager o; 
the public information department 
of Transcontinental & Western Aj; 
New York. Mr. Held succeeds 
Robert I. Robinson, who has been 
named assistant to the genera) 
traffic manager of TWA in Kansas 
City, Mo. 


Issues New Catalog 

Victor Equipment Company, San 
Francisco, has issued a 32-page 
catalog listing available welding 
supplies for 1943, including parts, 
accessories and supplies used in gas 
and electric welding. Apparel for 
both men and women welders is j|- 
lustrated. 
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Admen in the 
Armed Forces 
el 


Harry M. Savage, formerly in 
charge of the radio script depart- 
ment of Harry E. Foster Agencies, 
Toronto, is now a pilot officer in the 
RCAF, attached to the radio branch 
of the Department of Public Infor- 
mation, Ottawa. P. O. Savage has 
been assigned to work with Cana- 
dian advertising agencies, and will 
be associated with J. F. Horler, 
Baker Advertising Agency, in the 
production of a new series of quiz 
broadcasts featuring RCAF person- 
el. 

. Lewis H. Lederer, formerly ad- 
vertising Manager of May - Stern 


Company, Cincinnati, has been pro-| signed to the staff and faculty of 
ithe Ordnance School at Aberdeen, 


moted to captain in the Army. He 


ADVERTISING AGE 


is now assistant to the adjutant gen- | Md. 


eral in the administrative depart- | 


ment of the air forces transport 
command, 

M. J. Whitmar, who has been on 
leave from the advertising depart- 
ment of Kroger Grocery & Baking 
Company, Cincinnati, to work on 


Mary Keller, copywriter with Pet- 


|\tingell & Fenton, New York, has 


been granted an indefinite leave of 
absence to join the Waves. 


Leon Golnick Agency 


the preparation of manuals for the| Adds Three Accounts 


Army engineers corps, has been in- 
ducted into the Army at Fort 
Thomas, Ky. 

Gilbert Miller, executive art di- 
rector in the New York office of 
Meyer Both Company, has joined 
the U. S. Army ski troops. 


Lt. Seth Dennis, formerly with | 


Blue’s sales promotion department, 
has completed his course at the 
Ordnance OCS and has been as- 


Leon S. Golnick & Associates, 
Baltimore, which recently moved to 
new quarters in the Fidelity build- 
|ing at Charles and Lexington Sts., 
| has been appointed agency for Mon- 
,roe Boston Strause, Inc., baker. 
| Other new accounts acquired by 
'the agency are Gem Drug Company 
and Marbert Products, Baltimore. 
A. B. Brownstein is the account ex- 
ecutive for all three companies. 


k Chops For You! 


STRONG MEN WEEP 


“THIGHS RIGHTY” 


fou they flattery of a free, easy stride 
for that smooth, sapple, “catch the-eye” look 


A6e me PEARED RamtReT Peeeeee 


Today the birth of these perky little Poland Chinas is an event of national im- 


portance. In six months, each weighing 240 pounds, they'll go forth to help 


feed a hungry world. 


These little pigs were born in the Heart Region—the Upper Mississippi Valley 


States that produce 78% of the nation’s pork products. Successful Farming is the 


magazine that gives Heart farmers the “know-how” to bring pigs like these 


through to market. It is the farm magazine they emphatically prefer above all others. 


No theorists are Successful Farming editors. They live with Successful Farming 


readers and their problems—keep abreast of the farm way of living and doing busi- 


ness. They make Successful Farming a double-duty magazine serving every member 


of the best farm families in the prosperous Heart. 


Today astute advertisers have learned that the way to build a permanent business in 


the world’s richest farm market is through the pages of Successful Farming—the basic 


farm magazine on any schedule. Meredith Publishing Company, Des Moines, Iowa. 


oe ee a 


The Magazine of Farm Business and Farm Homes 


One of the Skintees advertisements 
| whose illustrations so overcame a flying 
| officer in Texas that he had half a dozen 
| male versions of the panty made to in- 
case a segment of his own torso. 


Skintees Tease 
Flyer Into Pair 
of Silk Panties 


New York, May 11.—Advertising— 
|of the right sort, and properly illus- 
trated—is playing a vital part in 
the maintenance of morale in the 
armed forces, as well as in selling 
merchandise, as A. H. Schreiber 
Company, maker of a delectable 


! 
| 


item known as “Skintees, the panty | 


ithat fits like your. skin,” has| 
learned. 
Skintees are advertised in the 


‘light fashion through Reiss Adver- | 


| tising, the distinguishing feature of | 


all the advertisements being a back 


view of a curvaceous cutie attired, | 


| teasily, in a pair of Skintees. 


| Requests for Artwork 


Like all other advertising simi- 
‘larly illustrated, Skintees copy 
| probably won its share of wall space 

in army camps and barracks, so the 
agency thought nothing of it when 
a flying lieutenant in Texas took 


pen in hand and wrote for the orig- | 
inal artwork on one of the illustra- | 


tions. It was a little taken aback, 
however, when the correspondence 


lingered on, and finally culminated | 


in a letter from the lieutenant 
which included two pictures: one of 
him holding up the much-admired 
artwork adoringly, and the other 


showing it hanging over his bunk | 


while the lieutenant, clad only in a 
pair of satin shorts which fit some- 
what more loosely than Skintees, 
aped its pose with his own. 


He was so taken with the Skintees | 


gal, he wrote, that he had had half 
a dozen satin shorts tailored, as the 
male counterpart of the panties of 
his dream girl. A courageous lad, 
‘indeed, is the lieutenant—or else he 
trusts Reiss to keep his secret from 
the less frivolous of his camp-mates. 


Nabisco Distributes 
New Cracker Cards 


In line with the food conservation 
program, National Biscuit Company, 
New York, is furnishing food mer- 
chants with illustrated cards giving 
directions on “How to Keep Crack- 
ers Fresh.” 

Both Uneeda biscuit and Ritz 
cracker packages are shown on the 
card, with the advice that consum- 
ers follow printed instructions on 
the packages carefully. 
| Celanese Expands 
Organizational Setup 

Organizational expansion within 
Celanese Celluloid Corporation, a 
plastics division of Celanese Cor- 
poration of America, New York, has 
been announced. 


David S. Hopping, formerly direc- 
tor of sales of the packaging divi- 


sion, heads a new sales development 
department. A new market research 
department has been formed with 
W. Richard Donaldson as director. 


Names Duane Jones Co. 

Grocery Store Products Company, 
New York, has appointed Duane 
Jones Company, New York, to direct 
advertising for Kitchen Bouquet, a 
food seasoning. Media have not 
been determined 


} 
| 
} 
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The Extra 
Dividend 
wnat... 


U 
GARY, 


INDIANA 


axe Over 50,000 workers now 


employed in industry. 


««* With the application of the 
48 hour week on May Ist, the 
industrial payrolls now exceed 
$150,000,000 a year. 


axe Average weekly wage the 
highest in the state. 
«ee Savings accounts doubled 


since 1940, 


«ee War Bond investments av- 
eraging more than $1,000,000 a 
month. 


see Indiana’s second city in 


number of income tax returns 


filed. 


\ 


THE GARY 
POST-TRIBUNE 


Gary's only Newspaper 


gives you block buster penetra- 
tion by carrier delivery to more 
than 93% of the homes in our 
city zone. 


The combined coverage of ALL 
outside dailies circulating in 
this area does not even ap- 
proach our coverage in this mar- 


ket. 


Gary industry is now 100% war 
production; and peace time de- 
mands for Gary products will be 
world wide for many years to 
come. 


If vou have a produet to sell 
now, or want to cultivate a mar- 
ket that will pay post-war divi- 
dends, put 


THE GARY POST-TRIBUNE 


on your advertising schedules. 


@ If you are a manufac- 
turer with plans to relocate 
your plant for post-war 
production, investigate now 
the ideal facilities available 
in the Gary Trading Area. 
On rail and water. Large 
reservoir of labor. Write, 
Secretary, Gary Chamber 
of Commerce for further 
particulars. 


sem THE GARY POST. 
TRIBUNE advocates the preser- 
vation of the system of free 


enterprise. *** 


National Representatives 


BURKE, KUIPERS 
& MAHONEY, INC. 


Chicago @ New York @ Dallas 
Atlanta @ Oklahoma City 
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Spring and Silly 

To the Editor: What’s the matter 
with me? Or is it you? Or is it 
spring? That item captioned 
“Shortens Company Name,” in your 
May 3 issue that went on to tell 
how the Robins Conveying Belt 
Company (26 letters) shortened its 
name to Robins Conveyors Incor- 
porated (27 letters) has me in a 
tizzy. Maybe it’s shortages. May- 
be it’s war. Maybe it’s silly. 

RALPH BENNETT, 

McCann - Erickson, Inc., New 

York. 

[Editor’s Note: Anyhow, the new 
name has three words and the old 
one four.] 


a, 


Victory Zoot Suit? 


To the Editor: Pausing to recall 
that all the cuffs, pocket-flaps, etc., 
that they took off men’s clothes 
went into zoot suits—one wonders 
what outlandish idea the “happi- 
ness boys” now have that requires 
a “ ‘Victory’ line of women’s under- 
garments and sleeping garments” 
as proposed at the special meeting 
of the National Women’s Undergar- 
ment Manufacturers Association in 
New York. 

Or can you think of a better com- 
ment for “Rough Proofs?” 

ARTHUR R. MACDONALD, 

MacDonald - Cook Company, 

Chicago. 


ee 
Fortune Make-up 
Engages Cadillac M-5 

To the Editor: Every once in a 
while a magazine “make-up man” 
unconsciously creates a very in- 
teresting arrangement in placing 
advertisements. 

One of the best we have seen and 
which we consider a classic oc- 
curred in the May issue of Fortune 
which involved our advertisement 
on Page 18 with the Cadillac adver- 
tisement on Page 19. In our adver- 
tisement which featured the Army- 
Navy “E” Award, we illustrated 
three action pictures showing how 
our equipment is used by the armed 
forces. One of these illustrations 
depicted the smashing of a Nazi 
tank with the usual burst of gun 
fire. 


\in the May 10 issue of ADVERTISING | figures comparing the mortality of | 


.| possible to compile. 


| 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Storm Well; Only 18% Closed Up,” | 


AcE, the Chilton Automotive Direc- 
tory is quoted as showing 40,537 car 
dealers in January, 1942, and on 
March 1, 1943, a total of 33,250 
dealers. This showed a loss of 7,287, 
or 18%. 

As you may know, Motor Service 
has always maintained as complete 
a list of both car dealers and inde- 
pendent repair shops as it has been 
We not only 
use these for addressing the circula- 
tion of our own publication, but we 
do a great deal of direct-mail ad- 
dressing as well. In the case of the 
latter, we guarantee undeliverable 
returns to be less than 1%, and our 
actual returns have averaged less 
than 0.6%. We therefore feel we 
are in a position to challenge a 
statement showing so large a de- 
cline in the number of car dealers. 

On Jan. 1, 1942, we had on our 
list 39,340 car dealers. For the 
March 15, 1943, mailing of Motor 
Service we had 35,697, which shows 
a loss of 3,643. This loss, based on 
the total number of dealers in busi- 
ness January, 1942, figures 9.25%, 
which is about one-half of the total 
quoted by P. A. Revelt in his article. 

Further in this article, Mr. Revelt 
verifies this loss of 18% by com- 
parison with the loss in the state of | 
Michigan. For that state, the loss | 
shown is probably fairly accurate, | 


but Michigan is hardly representa- 
tive of the country as a whole, nor 
are the eastern states which have} 
suffered severely under gas ration- | 
ing equally representative. Mich- 
igan, which is the home of auto-— 
mobile manufacturing, has always 
had an abundance of car dealers. 
In many of the central, western, | 
and southern states, and particu-| 
larly in the rural districts, car deal- | 
ers have been created from the bet- | 
ter independent repair shops. emer 
small dealers are firms which have 
previously lived, in a large part, | 
from general automobile repair 
work, and because of their ability 
to render service, had been sought 
after by the car manufacturers’ | 
sales departments when they wished | 
to expand their sales organizations. | 
These dealers can still live from | 
their service volume, and because | 
of the age of many of the owners 


Now, here is where the “classic” |@d partners, they have not been so | 


comes in. 


On the opposite page,|hard hit by the loss of mechanics, | 


Cadillac features one of the new)! because in a large part many of) 
M-5 tanks which it is now building | these men do much of the service | 


for the Army. The tank is shown| Work themselves. We therefore feel 
in action with a stream of gun fire| that a comparison with the state of 


blazing out of the gun and believe 
it or not, this stream is aimed di- 


rectly at the Nazi tank shown in| 


our advertisement. 


to the attention of your readers. 
J. R. NErTepu, 
Advertising Manager, Penn 
Electric Switch Company, 
Goshen, Ind. 


7 a oo 


Gives ‘Motor Service’ 
Data on Auto Dealers 


To the Editor: In your article en-| them to secure service work and 
Weather! use authorized manufacturers’ parts. 


titled: “Auto Dealers 


|after the first of January we trans- 

The combination of these two ads| ferred from our repair shop list to 
is so striking and unusual that we|our dealer list nearly 2,500 names 
thought you would like to refer to|0f shops which had previously been 
the May issue of Fortune and call it| listed as repair shops. 


‘with a view to securing postwar 


Michigan is not typical of the whole 
country. 
Moreover, our records show that 


This, of 
course, reduced the net loss, but 
these figures deal only with net loss 
and not with the total loss to the 
industry. 

We have had information to the 
effect that even today car manufac- 
turers are creating new dealerships 


business and these new dealers are 
listed as such in order to enable 


PENN CREW GETS CADILLAC AID 


Finn Proouces ror Vicrory 


« 


@ 


PENN 


MUTOMATIC CONTROLS 


ne 


Its Performance Is a Peace-Time Triumph ! 


™= a 


In putting these advertisements of Penn Electric Switch Co. and Cadillac Motor 

Car Division opposite each other in the May issue of Fortune, the make-up man 

arranged a lively tank battle with the new Cadillac M-5 blasting away at the 
Nazi tank pictured in the Penn page. 


Early this year we compiled some | 
car dealers in the year 1941 with) 
the war year of 1942. This included 
the total kills only, with no pro- 
vision for replacements. In 1941 
15.45% of the car dealers went out| 
of business. In 1942 only 13.62% of | 
the names were eliminated. Neither 
percentage provides for replacement 
which in 1941 was almost 100% and 
for 1942 it appears to have been ap- 
proximately 442%. Therefore, the 
net loss for the fourteen months 
starting Jan. 1, 1942, remains as 
stated, approximately 9.25%. 
Manpower problems are creating 
a real problem for the larger deal- 
ers, just as Mr. Revelt has stated, 
and some of the larger dealers will 
probably fold up, but we do not ex- 
pect to see a corresponding percent- 
age of shrinkage in the smaller 
dealers because, as stated, these 
men have a lesser problem with 
manpower shortage and fewer of| 
them are going to seek other em- 
ployment for the duration because 
of the fact that they will wish to 
maintain their present established 


businesses from which they can 
derive a very good livelihood be-| 


cause of the huge volume of service | 


work which has been thrown on 


| them. 
Statements made to us by manu-| ~~ 
facturers of service shop equipment 


indicate that they could get a very 


satisfactory volume of sales pro-| 
vided raw materials were available | 


for the construction of this equip- 
ment, indicating that these shops 
are busy and profitable; otherwise 
they would not be seeking to buy 
new equipment. 
JOHN V. HUNTER, 
General Manager, Motor Serv- 
ice, Chicago. 
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Hear-im Talk Pidgin 

To the Editor: You savvy hear-im 
talk Pidgin belong Solomon Islands? 

Of course you do! Pidgin English 
is no news to you, but perhaps the 
enclosed example of its use in ad- 
vertising is news. 

This is the first of a series dis- 
tinguished (we think that is a fair 
word in this connection) by the use 
of Brussel-Smith wood cut illustra- 
tions, as well as by the lingo which 
our boys hurl around with the 
Kanakas (natives to you) down 
around the South Sea Islands. 

This, too, is industrial advertising, 
which in general, as you know, has 
shown considerable improvement in 
originality and quality, especially 
during this war. We think that our 
Pidgin ads, prepared for us by 
Evans, Nye & Harmon, follow that 
trend of improvement. 


—— 
ee 


PIDGIN-TALK 


The Stein-Fall Process 


STEIN, HALL&CO, INC. STEIN, HALL MFG. CO 
165 Madiens Ave, Mew York Cury 9864 bicage 


South Ashland Ave C 


—ae- 


Stein, Hall turns to Pidgin-English, ‘Solo. 

mon Islands talk,” to 4 the toughness 

of corrucated shipping boxes manufac. 
tured by the Stein-Hall process. 


But naturally we are prejudiced 
in favor of our own baby. So we'd 
like to hear your own unbiased 
‘opinion of this type of advertising 
|—and of course, if you think it is 
‘worth mentioning in your publica- 


Take a seat inside if you want to 
enjoy radio coverage of all of Central 
New England. True, you can get a knot 
hole view from the outside, but that’s 
about all. Ears and dials are tuned to 
WTAG, Worcester, in excess of any other 
station heard in the area. 


With WTAG you blanket a huge 


f COVERAGE 


FROM WITHIN 
/ MO 


O- 


53% 


industrial war market. Army and Navy E 


YY WY 
AAs 
| 


much better 


to be inside 


flags already fly from thirty-one of Cen- 
tral New England’s 400 war-engaged 
industries. No wonder Worcester, with 
$396 per family, leads the nation’s cities 
of 100,000 or better, in per family food 
expenditures. No wonder payrolls soared 
in 1942. Worcester 
market in Massachusetts. 


is a MUST 


Bu Time— 
— sient 


Au 


PAUL H. RAYMER CO. 


National Sales Representatives 


Associated with 


the Worcester 


Basic Columbia 


Telegram-Gazette 
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tion, we will not have the slightest | 
spjection. 
OO alk-talk me-fellow he-finish. 
Lestige H. ALLEN, 
Stein, Hall & Co., New York. 


>. a: 

Sur-Prize Winners 

To the Editor: You may be inter- 
ested in a curious circumstance 
about the way in which J. N. Dar- 
jing and Forrest Seymour, recent 
Pulitzer prize winners from The 
Des Moines Register and Tribune, 
pecame acquainted with the fact 
‘hat they had won the award. This 
; quoting from Elizabeth Clarkson 
zwart’s “Front Row” column in The 
Des Moines Tribune, May 7. She 


says: 

The Pulitzer prize awards were 
ynnounced late Monday. Tuesday 
evening, Pulitzer prize winner, J. 
VY, Darling, was riding the train into 
Des Moines on his way home 
from Florida when a Des Moines 
man stepped across the aisle and 
said, ‘Congratulations.’ ‘On what?’ 
blinked the famous Ding. 

“Why, on winning the Pulitzer 
Prize again,’ his informant stated. 
What? When?’ asked Mr. Darling. 
And then he began to wonder which 
of his 1942 cartoons had hauled 
down his second Pulitzer prize, 
vhich he hadn’t even known he’d 
yon.” 

Forrest Seymour, who won the 
Pulitzer prize for editorial writing, 
earned about it 24 hours earlier, 
put just as casually: 

He was in the Register composing 
room late Monday afternoon and 
Sammy Daniels, the copy cutter, 
said “Congratulations.” 


“Why, thanks,” said Mr. Seymour, 
“—but for what?” 

“For winning the Pulitzer prize,” 
blinked Sammy. 

JOHN MARSTON. 
The Des Moines Register and 
Tribune. 
v,vwy 


WOW Led Way in 
Standard Coverage Maps 


To the Editor: I have noted with 
great interest that ADVERTISING AGE 
has given its most important posi- 
tion in the May 3 issue to NAB’s 


BALTIMORE'S BLUE 
NETWORK 
OUTLET 


ADVERTISING AGE 


effort to standardize station cover- 
age maps. 

WOW is particularly interested 
in this matter. The standardization 
movement is more than a year old 
—I believe it originated with mem- 
bers of NAB’s Sales Managers Com- 
mittee. 

Last November WOW thought it 
advisable to get out a new mail 
map. Paul Peter, NAB’s research 
expert, gave to WOW the complete 
standardization plan and WOW 
went to work on it. Several times 
since then the plan has been re- 
vised. As each slight revision was 
made WOW revised its map. 

The set of standards officially 
adopted at the Chicago NAB con- 
ference are those on which WOW’s 
map is based. I am very proud of 
the fact that WOW is the first sta- 
tion to issue a mail map “which 


conforms in every detail to this new 
set of standards.” WOW’s map was 
reproduced as a page ad in ADVER- 
TISING AGE. Since that time we have 
had hundreds of inquiries, from all 
parts of the country. 

Our distribution of this may for 
our own selfish purposes is com- 
plete. Solely because we believe 
that this map is a real step upward 
toward the standardization move- 
ment I intend to see that a copy is 
mailed, either by NAB or WOW, to 
every station manager. 

Meanwhile, it occurred to me that 
your editors might like to again call 
attention to the WOW map now that 
the plan has been officially ap- 
proved by the entire NAB confer- 
ence. 

I am very much pleased that Ap- 
VERTISING AGE is putting so much 
stress on this new set of standards. 


I congratulate you and your other 
editors on the system of promoting 
these standards editorially. 
BILL WISEMAN, 
Promotion Manager, Station 
WOW, Omaha. 


Joins Donahue & Coe 


Jack W. Murray, formerly art 
director and account executive with 
Robert E. Clarke & Associates, 
Miami advertising agency, has 
joined the contact and service staff 
of Donahue & Coe, New York. 


Doherty to Peck Agency 
John Doherty, formerly with 
Benton & Bowles and Erwin, Wasey 
& Co., New York, has been ap- 
pointed production manager of Peck 
Advertising Agency, New York. 


| 

Pearce Promoted 

| Allen E. Pearce has been ap- 
pointed assistant general manager 
of the building materials division of 
Armstrong Cork Company, Lancas- 
ter, Pa. Joining the company in 
1927, he was named manager of the 
acoustical division in -1936, and 
| manager of the Temlock department 
/in 1940. J. V. Jones succeeds Mr. 
Pearce as head of the Temlock 
department. 


| PARENTS’ MAGAZINE FAMILIES 


MORE aaron sooxs per ramicy in 


MORE THAN 2/3 MILLION 
HOMES WITH CHILDREN 


SPOT SALES, INC. — 
York - Chicago - Son Francisco 


1,269,447 
CONSUMERS 


IN THE 


OREGONIAN 
MARKET 


THANKS to the Office of Price Administration, we now 
know how big we really are—and OPA has the signatures 


to prove it! 1,133,756 registered in Oregon for Ration 
Book Number Two— indicating a gain of 4% since 1940. 


135,691 registered in five neighboring counties in Wash- 


ington—a gain of 23%. 


Here is a roll call of live prospects who have literally 
“signed up” to buy! For this active ration-book-to-pocket- 
book business, speak out in the pages of The Oregonian. 
This newspaper’s area-wide circulation coverage delivers 
to you ALL of this war-busy market. We have money to 
spend—look at the $230 balance in our checkbooks, up 
from $100 in 1939. And,make a post-war note: we're invest- 


ing 12.4% of our average monthly income in War Bonds. 


Give to your Pacific Coast advertising plans the sales- 


getting might of The Oregonian—the great newspaper 
whose influence stems from the respect of its readers. 


THE GREAT NEWSPAPER OF THE WEST 


THE OREGONIAN 


PORTLAND, OREGON 


ae CIRCULATION 


| 


NO Scat, 


fesom 


IN GENERAL 
st ADVERTISING 


IN TOTAL 
sf ADVERTISING 


$ 
BECAUSE IT’S | st IN 
AREA-WIDE INFLUENCE 


| REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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May 17, 1943 


NIAA Conference 
Highlights Many 
Industry Problems 


(Picture on Page 51) 

New York, May 11.—The indus- 
trial advertising manager is fully 
capable of participating in employe 
relations work far beyond the prep- 
aration of posters, suggestion cam- 
paigns, plant newspapers, and kin- 
dred activities, C. E. Gischel, ad- 
vertising manager, Walter Kidde & 
Co., told the Atlantic Regional Con- 
ference of the National Industrial 


BURTON 
W NE 


ar 


"No Burton Browne ¢elient | 
'R@s a competite# with 


~ better advertising” 
- CHICAGO - * DEL. 3800 


Advertisers Association held here | 
late last week. 


| which the advertising manager can 
|perform, because he has a free 
'mind on many points which have 
|held labor and management apart, 
are the clear interpretation of their 
| views, 
| policies in new and interesting ways, 
ithe sale of an 


idea before a de-| 


Some of the activities in this cael 


the constant repetition of | 


cision is announced, establishment | 


}of contacis with foremen for in- 
filtration of reasons for better 


more production, breaking down of 
jects, Mr. Gischel explained. 


Cites Labor-Management Progress 


chief of the field 
War Production Drive Headquar- 
ters, War Production Board, who 
reported on the progress being 
made in establishment and promo- 


tees in war plants. 
| these committees are now registered 
with headquarters. They are not 
only improving production, he re- 


and | 


class consciousness, and similar pro- | 


| tion of labor-management commit- | 
Some 2,200 of | 


Another phase of labor relations| 
was covered by William F. Todd, | 
services section, | 


ported, but they are improving in- | 
dustrial relations because they rep- | 


| resent the joint effort of enlightened | 


{labor and management. He urged | 
advertising men to get their man-| 
agement behind the drive and when 


‘this is done to see that the joint) 
committees receive adequate recog- | 


nition for their efforts. 
Whether it be in news stories, | 


ike a duck takes to water. . . that’s the 


way Pittsburgh Post-Gazette 
take to their favorite newspaper. 


readers 


L. M. 


Clark’s reader traffic studies show that men 
and women reader traffic is 25% higher in 
the Pittsburgh Post-Gazette than the aver- 


age of the 19 other 


metropolitan news- 


papers studied throughout the country. 


PITTSBURGH POST-GAZETTE 


PAUL BLOCK AND ASSOCIATES-NATIONAL REPRESENTATIVES 


New York © Chicago © Philadelphia © Boston © Detroit @ San Francisco @ Los Angeles @ Seottle 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad ‘to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


May 3. After years of resisting the 
temptation, I finally fell today for one of 
the finest of the minima cameras, with a 
fast f.1.9 lens. I began making pictures as 
a boy, with the first Brownie which East- 
man ever put out. It cost $2—a whole 
week’s pay. Photography has taken a 
goodly sum of money from me since, but 
I consider it one of the best investments 
I have made. It taught me to see pictures; 
and it taught me something of the precise- 
ness which is required whenever the hands 
must be trained to do good work. In a 
world made up of so much loose talk, as 
advertising is, this is something. 


May 4. At lunch I listened to the editor 
of a well-known magazine expound the 
beliefs behind his editing. Apparently his 
chief guide to the selection of material is 
a continuing reading rating of editorial 
contents. This appears to me to be two 
dimensional editing—length and breadth, 
with no depth. The Reader’s Digest was 
a successful magazine when it was only a 
convenient digest. It became aé_e great 
magazine when it began to publish articles 
of its own, designed to influence a course 
of action. An editor who is after popu- 
larity alone will end up by winning just 
that. 


May 5. A correspondent, who identifies 
himself (?) only as an agency employe, 
berates me for my recent entry about labor 
unions. He does not see how I can possi- 
bly be a sincere believer in unions and at 
the same time be speculating on methods 
for destroying them. Here is the gap be- 
tween the partisan and the professional. 
The problems and techniques of the publi- 
cist may, in my view, be studied quite 
apart from the ends for which they are 
used. Just as an Army staff may train 
itself in devising plans for the invasion of 
a friendly country, so I like to exercise on 
hypothetical problems which might be pre- 
sented to a manipulator of public opinion. 


May 6. When I first came into the 
advertising business one of the giants of 
those days was John Lee Mahin. His name 
was known from coast to coast, wherever 


an advertising convention, I saw Mr. Mahin 
ask for admission without a soul there but 
me recognizing his name. As the Bible 
story says: “A new King arose in the land 
who knew not Joseph.” That new king, 
in the form of a new generation, is always 
coming on; and all Big Shots are hereby 
respectfully reminded of their fate. 


May 7. Having a car which I need to 
move permanently from one state to an- 
other, I went today to my local rationing 
board to see if an extra gas allowance for 
this purpose could be secured. Either this 
board’s staff is badly overworked, or it is 
hopelessly organized. There was no pro- 
vision for the orderly handling of inquirers, 
and it took me about an hour merely to 
get an application blank. The man next 
to me said, with wrath, that his application 
had been filed for two months, with no 
action, and now appeared to be lost. Mean- 
time, several pompous gents, with all the 
earmarks of politicos, strolled in and out in 
a knowledgeable way. Later, by locating 
one of these, I was assured that my appli- 
cation would receive prompt attention. 


. 
May 8. Another unseasonable day, raw 
and cold. Even the deep-rooted alfalfa 


seems to be standing still, and I am afraid 
that we will be at least two weeks late in 
the first cutting this year. With alfalfa 
prices the highest I have ever seen in 
our neighborhood that’s a loss which can 
be calculated in substantial terms. The 
weather man may be a joke in the city, 
but to a farmer he takes on the character 
of an industrial engineer. 


May 9. (ON THENATURE OF AD- 
VERTISING KNOWLEDGE) The great 
discovery of American production genius 
was what could be accomplished when big 
problems are broken down into little ones. 
This made the miracle of the assembly 
lines possible. A man begins to get some- 
where in the accumulation of advertising 
knowledge when he adopts the same prin- 
ciple. Let him tackle this big subject in 
little bits and it becomes manageable. 
Why, for instance, do we start an ad with 
a headline? How do we know that such a 
practice increases advertising effectiveness? 


ee, 


— 
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or speeches, he 
the companies 
ganizations which compris 
labor - management committees, 


suggested, 
and the labor or- 
se the | 


|ing to 


paign involved. 


the company ’s 


reasonableness or when 


advertising men gathered. Then the day Let him answer that one first, and then 
came when, standing by the doorway into move on. 
radio programs, advertising, movie; work to gather data needed by the|ability to justify the advertising 


|copywriters and abstract it accord-| program piece by piece in relat 
requirements of. the cam- | to 
With their 
as| copywriters are enabled to turn out| 


objectives tha 
help,|there is in a surface appearance 


the ex- 


well as the committees themselves, 
should equally share the credit for 
war production accomplishments. 
Those in advertising work are par- 
ticularly fitted for this responsibil- 
ity, he declared, because they are 
close to and frequently members of 
top management. 

“The very nature of your work 
implies a deep 
human nature,” he asserted. “You 
are experts in the field of creative 


ideas. Your knowledge, your ex- 
perience and your ability can, and 


I am sure will be combined into one 
of the greatest single forces to aid 
in the organization and successful 
functioning of war production drive 
committees for the improvement of 
production and ultimate victory.” 


Discuss Manpower 


In a panel discussion of current 
wartime advertising problems, Bur- 
ton W. Schellenbach, vice-president, 
Rickard & Co., and Vernon H. Van 
Diver, manager, advertising di- 
vision, Union Carbide & Carbon 
Corporation, treated the subject of 
manpower. Mr. Schellenbach 
showed how the advertising man- 
ager has all his prewar duties, plus 
many additional jobs, such as war 
production drives, bond sales, train- 
ing programs, combatting absentee- 
ism, and others. Here, he pointed 
out, is where an advertising agency 
can be given broader responsibili- 
ties and brought into closer coop- 
eration with the client and his pub- 
lic and employe relations problems. 

Mr. Van Diver told how his de- 
partment is utilizing the services of 
technical college-trained girls as 
“bibliocritics,” to relieve the re- 
duced staff of copywriters of much 
detail work. These girls do research 


several times the amount of work | 


otherwise done, thus greatly reliev- 


ing the manpower shortage in the| 


| department. 
In treating the subject of indus- | 


} 


understanding of | 


trial advertising budgets under war- 
time conditions, Ralph O. McGraw, 
editor, Industrial Marketing, de- 
clared there would be no difficulty 


penditure bears any traditional re- 


lationship to the amount of busines 


the company is doing. 


He urged his audience of adver- 


tising men to be prepared to 


|management on the need for 


in getting advertising expenditures | 
approved by either management or | 


government if the advertising pro- 
gram were built on a commonsense 
and practical basis and could be 
justified in keeping with the com- 
pany’s objectives. Advertising 
budgets, he said, should be de- 
termined by the job to be done 
rather than on the basis of a per- 
centage of sales or on any irrevelant 
sum extracted from management. 


Should Meet Objectives 


After reviewing the Treasury De- 
partment’s and the war contracting 
agencies’ viewpoints on advertising 
allowances, which are phrased in 
the term of reasonableness, Mr. Mc- 
Graw said he felt that in dealing 
with these governmental divisions 
on allowable advertising expendi- 
tures, there is more weight in the 


|sell management 


tinuing advertising in the 


se] 


con- 
even! 


production in the plant stops duet 


tracts, just as ii 


|}unexpected cancelation of war con- 
was necessary !! 


some instances, a year or so ago, ' 


on 
continuing advertising when 
production was sold out, and f 
same reasons. 


the need 


fol 
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Mechanical Problems Studied 


In another 
cussion of 
confronting 
by representatives 
arts, it was pointed 
paper situation may be eased 


panel devoted t 
mechanical _ pro! 
advertisers, cond 


plan to get farmers to make wu} 


deficiency of pulp wood due to 
shortage in the timber countr) 

Advertisers were asked to Ss! 
to their engravers samples of 
light-weight stock on which 
cuts are to be used, 
best results. 
and engravings are to be use 
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ether, as in the case where type 
s itter is inserted, the electro should 
Saal the same gauge, especially in 
ss color plates. Engravers are 
limited to 60% of their usual 
iy of copper and 50% of zinc. 
. to the use of an additional 
agent in the plating solution, which 
sives the copper greater tensile 
“rength, electrotypers are enabled 
to use a thinner shell, the meeting 
‘ told. Advertisers can help 
conserve copper by restricting their 
demands for service not conducive 
to economical use of materials. 

The luncheon session of the con- 
ference heard William S. Jack, 
president, Jack & Heintz, Inc., relate 
‘he methods used in its plants to 
achieve production records which 
nave startled the country. The or- 
sanization has 7,300 employes who 
work twelve hours a day, seven 
days a week. They produce products 
for the government at from 10 to 
40% lower cost than other contrac- 
tors. Mr. Jack credits the results 
+ what he calls the practice of 
‘pumanism,” a mutual understand- 
ing between labor and management, 
and the elimination of fear on part 
of the worker that management will 
cut-back his rate of pay if he pro- 
duces too much. The company has 
no avoidable absenteeism. 


Offers Free Enterprise Philosophy 


William Benton, vice - chairman, 
Committee for Economic Develop- 
ment, also addressed the luncheon 
session, developing the subject, 
‘Opportunity—Dynamics of a Free 
Society.” Following an explanation 
if the objectivés and working of the 
CED, Mr. Benton advanced a phil- 
osophy on the free enterprise sys- | 
tem in which he described it as a) 
‘private competitive venture.” “In| 
, system of free enterprise,” he ex- | 
plained, “private savings, whether | 
§ money, talent, ambition, or en-| 
ergy, are risked in the hope of gain | 
-whether by a business seeking | 
profit at the risk of loss, by a ten-| 
ant buying his own farm at the) 
risk of a mortgage debt, or by a! 
young man starting his own small | 
business at the risk of losing his| 
savings and the steady job he held. 

“The enterprise and initiative of | 
man, which the Committee for Eco- | 
nomic Development seeks to stimu- 
late, can provide high levels of em- | 
ployment and productivity which | 
will open new horizons of hope for | 
the individual,” he asserted. “Free | 
enterprise will feed on itself. New | 
products and services which merely | 
wait for development everywhere | 
round us will beckon men on to re- | 
newed exertion. Technological ad- 
ances, many speeded up by the | 
var itself, will open frontiers that | 
the generations of men past could | 
not have imagined.” 


Holds National Meet | 


The Institute for the Advance- | 
ment of Visual Education will hold | 
its first national meeting June 10 at) 
‘the Medinah Club, Chicago, Herbert | 
S. Houston of New York, chairman | 
of the institute, has announced. 
Wartime problems and _ contribu- 
tions of the industrial film industry 
to the armed forces and the war 
effort will be leading topics for dis- 
Cussion. 
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Hooper Adds Space 

C. E. Hooper, Inc., New York, has 
‘aken additional quarters at 271 
Madison Ave., adjoining the com- 
pany’s headquarters at 22 E. 40th St. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion, 


Food Industry to 
Invade Non-food 
Lines, Says Bullis 


Boston, May 11.—An indication 
of the product scramble which 
America will see after the war was 
given here Sunday when Harry A. 
Bullis, president of General Mills, 
spoke to men in the armed services 
overseas in connection with a 
weekly Lroadcast arranged by the 
National Association of Manufac- 
turers and the National Broadcast- 
ing Company. 

“Out of the various war activities 
of our company—some brand new 
and some enlarged—may well come 
new plants and mills and factories 


and even new industries of the fu- 
ture,’ Mr. Bullis told the fighting 
men via short wave. “Delicate 
aviation machine parts and instru- 
ments for the pending age of flight 
may roll from apparatus pioneered 
by food-plant millwrights; camera 
lenses and films may result from 
patented processes which were once 
designed to extract vitamins from 
the lowly wheat germ. 


New Possibilities 


“By-product starches may flow 
to the brewing and textile indus- 
tries, to the coating, sizing, pasting 
and binding of paper. Gluten may 
become a sausage binder, a leather 
tanner, a plaster, a film, or an im- 
portant element in the making of 
synthetic rubber. . . 

“The spirit of research may lead 


us to new industries as well as to 
new uses for old products. 

“While we are primarily millers 
and merchandisers of flour, com- | 
mercial feed and _ ready - to -eat| 
cereals, we are also operating a/| 
large war plant which is turning out | 
Naval fire-control instruments and | 
accurate range-finders. We make 
X-ray tubes and also high vacuum 
pumps for the coating of lenses of 
telescopes. In addition, we produce | 
many forms of Army rations, | 
pressed, powdered, dehydrated and | 
frozen meats and vegetables, vita- 
min concentrates and ready-mixed 
flour with shortening. 

“When this war ends we are not! 
going back to the 1930's. We 
couldn’t go back even if we wanted 
to.” | 

The same conceptions apply to 


| 


the entire food industry, Mr. Bullis 
told the fighting men, so that “whole 
new fields and new ideas are being 
added to the industry’s concept of 
its future.” 


Appoints Straud Galey 
Congratulations, Inc., New York, 
has appointed Straud Galey, Chi- 


cago, as western advertising repre- 
sentative. 


[est rer OPPORTUNITY 


Sell your product to this rich market 
of over half a million men! Tell your 
story briefly—in words alone—and it'll 
Ket business for you. Over 400 #dver- 
tisers each month find this soe Use 
Popular Science's Classified Section and 
see! Only 35c a word, $3.50 for mini 
mum ad of ten words. Classified Folder 
A-7 tells all! 
POPULAR SCIENCE ® Kin, Yorn cis 


New York Ci 


The picturesque milkmaid in checked gingham is gone!! Today 
... with electrical equipment... her granddaughters milk many 
cows at a time. 1941 sales of mechanical milkers jumped nearly 
300% over 1940...More and more farm work is done by 
boys and girls ...Tractors and other farm machines go day and 
night. Thus our American Farmers are shattering all traditions 
to produce more food with less help. 


CONSOLIDATED (22227 PAPERS 


AT UNCOATED PAPER PRICES 


things faster, better and for less. 


Such a pioneering achievement came in 1935, at a 
time when the high cost of coated printing paper made 
its use prohibitive for many magazines, booklets and 
catalogs. Then Consolidated began to produce coated 
paper so speedily and economically that it could be sold at 


uncoated prices. 


Many printers, publishers and advertisers, who for 
the sake of economy have compromised with less 
attractive and effective printing on uncoated paper, now 
use Consolidated Coated at no greater cost. Others who 


America’s titanic productive capacity is due 
largely to genius in developing methods of doing 


CONSOLIDATED WATER POWER 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


formerly paid premium prices for coated paper have 
standardized on one of Consolidated’s famous brands 


to make substantial savings with no decrease in the 


quality of their printing. 


chures in either thickness 
restrictions on paper can 


in press runs. 


SALES OFFICES 


printed appearance. Thus war 


met with minimum decrease 


& PAPER COMPANY 


The high opacity and bulk of Consolidated Coated 
Papers permit substantial paper weight reductions with- 
out lowering the competitive 
position of magazines or bro- 


Zz 
FAMOUS BRANDs 
PRODUCTION Gloss 


MODERN GLOSs 
UCT 
PROD 3 1ON 
Nay 


- 


- 


or 
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135 SO. LA SALLE ST., CHICAGO 


Four Modern Mills . . . All in Wisconsin 
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May 17, 1943 


Manpower Now 
No. 1 Problem, 
LNA Men Agree 


Essentiality of 
Lithography May Be 
Clearly Defined 


By JOHN B. MILLER 

Chicago, May 12.—Manpower 
mobilization — and its effect upon 
wartime lithography production for 
both Uncle Sam and the private ad- 
vertiser—held the center of atten- 
tion this week at the war problems 
conference of the Lithographers Na- 
tional Association. 

Formal convention sessions were 
devoted to talks on ration banking 
paper, price ceilings, wages and 
salary stabilization, paper, film and 
other supplies; the attitude of gov- 
ernment agencies toward the in- 
dustry; map making for the armed 
services; manuals and _ instruction 
books; and manpower and the selec- 
tive service. In private groups, 
however, the lithographers gave full 
vent to their particular problems. 

They have forgotten about the 
question of converting to war— 
they’re in it now, up to their ears. 
With the government requiring so 
much of their production, they are 
taking the view that everything 
must be done to supply the required 
volume of lithographed material at 
the required time, and leaders in 
the industry believe that essential- 
ity of orders may soon be more 
tightly drawn. Some advertisers, 
in normal times big customers, may 
find a preferential rating harder to 
obtain in coming months unless the 
materials they want tie in directly 
with some phase of the war effort. 
Lithography which does not supply 
this need may not be produced, in- 
dustry leaders agreed. 


Priority Rule Expected 


Lithographers are operating under 
a 10% cut in paper supply, com- 


pared with 1941 consumption, al-| 


though all production for govern- 
ment use is ex quota. Essential 
functional uses of lithographed ma- 
terial may be expected to take pri- 
ority —either government edict or 
voluntarily imposed—over less im- 
portant requirements. 


Manpower has become the indus- | 
1 problem and the con- | 
ferees were warned by Maj. Harry 


try’s No. 


Taylor, Selective Service occupa- 
tional adviser, Chicago, that they 
cannot expect to hold younger em- 
ployes—not even through tempor- 
ary deferment — unless they have 
filled out manning tables and re- 
placement schedules requested by 
the War Manpower Commission. 
Robert C. Behn, WMC regional oc- 
cupational analyist, who also dis- 
cussed this subject, predicted that 
industry will lose to the armed 
forces in 1943 as many men as it 
has sacrificed since the war broke 
out. 

Several lithographers throughout 
the country have partially solved 
this problem through the training 
of women workers. Lt. Col. James 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago 


207 North Michigan Avenue 


G. Strobridge, who saw active serv- 
ice during the first world war and 
left Strobridge Lithographing Com- 
pany, Cincinnati, to become chief 
of the production division, Army 
Map Service, Washington, D. C., de- 


\scribed the employment of women 


in that wartime plant. 
Started 2 Years Ago 


Personnel of the division has 
| shifted from 100 men and three wo- 
/men two years ago to 240 men and 
106 women last month, operating 
three shifts. Training of women 
started two years ago in the nega- 
tive cutting department. Since 
those experimental days, a “press 
school” has been launched, Lt. Col. 


press training behind an eight-foot 
wall, which “also served to keep the 
men’s attention on their work.” 


“Please do not misunderstand,” 
he cautioned. “We realize that most 
of these women are not finished 
artisans, that you can’t train a wo- 
man, or for that matter a man, in 
a comparatively few months to do 
the highly technical work that ordi- 
narily takes years to master. But 
we do say that with proper instruc- 
tion and close supervision a woman 
can replace a man, and with their 
assistance we do keep maps flow- 
ing to the armed forces.” 

Lithographers must sell them- 
selves first on the idea, he said, and 
then must convince their Own op- 
erators of the womanpower plan. 

Col. W. A. Johnson, commanding 
officer of the Army Map Service, 


Strobridge said, with preliminary | 


praised the industry for responding 
wholeheartedly to the enormous 
task of supplying maps after Pearl 
|Harbor, and said there will be an 


ever-increasing demand on their 
services. Map-making for the Army 
has mushroomed up from 530,000 
maps in December, 1941, to six mil- 
lion maps monthly now—with 2,- 
600,000 turned out in a single week 
of March, 1943. From four or five 
private contractors, the list has 
grown to embrace 40 to 50 operat- 
ors. The Map Service now handles 
about one-quarter to one-third of 
the necessary production. 

Speedy mobile map reproduction 
units, including trucks and trailers, 
and a fluorescent ink, were among 
the wartime developments listed by 
the Army leader. 


Rush Bank Checks 


On the home front, W. Floyd 
Maxwell, association secretary, 
pointed out, lithographers supplied 
75 tons of bank checks, etc., for the 


a 


16,000 banks which started out ;, 
handle OPA ration banking—ap, 
with just two weeks to do the enti, 
job. This topic was discussed Moy. 
day night at a dinner meeting of the 
bank depositors group of the asso¢j- 
ation. 

Taking stock of current develop. 
ments, and looking ahead to future 
peacetime days, Thomas H. Bec, 
president, Crowell-Collier Pubjis). 
ing Company, New York, told the 
delegates Monday afternoon tha; 
while much has been accomplished 
much remains to be done in th 
field. The publisher, he said, yoy 
employs gravure color presses whic} 
make 20,000 impressions an hoy, 
uses a flying paster and an electri, 
eye technique; chrome plates ste) 
and has released this developmen; 
without charge to all engaged ;, 
war work; uses chrome plated 
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O FILL the special wartime needs of the shoe in- 
dustry, Boot and Shoe Recorder, like every other 
good business publication, long months ago began a grad- 


ee 


ual conversion of editorial emphasis from normal matters 
to those of war. Now the Recorder is pleased to announce 
a number of major policy changes which further imple- 
ment the job of filling the American shoe industry’s special 


wartime needs. Going into effect with the issue of June 1, 


Pa | 


_ ESSENTIAL 


Recorder. 


1943, these include: 


ship and advertising visibility. 


rAud a uew tssuauce schedule - 
“Twice a Woouth.. ou the land 1$# 


MORE SCOPE FOR «THE EDITOR’S OUTLOOK’’— 
twice as much space in each issue for the trenchant edi- 
torials of editor-in-chief Arthur D. Anderson. 


MORE INTERPRETATION — continuing to report all 
the news of interest to the trade, the Recorder now ex- 


pands its discussion of the meaning and effect of that news. 


MORE MERCHANDISING GUIDANCE — more de- 
tailed and definite answers to the shoe-man’s constant 


question of the day, “What do we do now?” 


MORE POST-WAR PLANNING — The entire field of 
shoe supply, tanning, manufacturing, and retailing now to 


receive constant and expanded coverage in the new 


IMPROVED PHYSICAL ATTRACTIVENESS — new 
dynamic war-dress, sheer bonus for both readers and ad- 


vertisers, will increase the Recorder’s already-high reader- 
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-ereos; and by careful metal recov- 
ery has avoided purchase of any 
copper in a year and a half. 

While things are being made 
faster, better and cheaper because 
of the war, Mr. Beck said, and “fan- 
tastic accuracy” is being achieved 
in some directions, these things are 
ti] to be achieved: the dead weight 
must be taken out of many prod- 
ycts—ineluding the presses; recipro- 
cal motions should be eliminated 
where possible; Diesel power should 
pe developed further; and power 
generally should be decentralized, 
and produced where it is needed. 
New techniques and products he 
mentioned include the use of hu- 
man blood to temper steel; sonic vi- 
pration; centrifuge casting; the 
turbo supercharge; the Army’s “ba- 
zooka” gun; and radar. 


—_— 


Assailing traiffs, he criticized the 


States isolationism and prevented it 
from assuming its rightful place in 


is gradually changing from an agri- 


facilities and vision to supply prod- 
ucts for other countries which, in 
turn, can supply raw materials for 
busy U. S. factories. 
Suggests Inserts 

Mr. Beck suggested later that 
lithographers might prepare adver- 
tisements which publishers cannot 
handle now because of paper limita- 
tions, thus supplying them with in- 
serts which could be tipped into 
various publications. 

A. E. Giegengack, public printer 


world leadership. Since the nation | 


‘of the United States, said the litho- 
“cementheads” and “few illustrious | 
dunderheads” who sold the United | 


graphic industry had carried on 
“with significant success’ despite 
the priorities system which amounts 


to rationing of important chemicals, | 


metals and other physical material 
/}and equipment. 


Less Brand Copy 


“Private business, like the gov- 
ernment, has found new uses for 
printed material,” he said, “and 
while there has been a substantial 
curtailment of advertising national 
brands and other products through 


cultural to an industrial economy, | 
he continued, it must use its wealth, 


printed illustration, institutional 
very considerable measure, been 
adopted by many of our customers 
'who in other years advertised their 
jown products but find themselves 


the use of the printed word and the | 


and good-will advertising has, in a) 


at the present time engaged in the) 
manufacture of munitions of war.” 
Since October, 1940, he said, the 
Government Printing Office has 
paid commercial printers and litho- | 
graphers more than $30,213,000 for | 
|government work, with 1,054 con- 
'tractors in 253 cities represented in 
|the orders. To date, $8,200,000 has 
|been spent for lithography alone. 
| The figures do not include cost of 
| Paper and plates. He predicted out- 
|put totaling $60,000,000 this year 
|compared with $20,000,000 in 1940 
'and $49,000,000 last year. 
Commenting that the GPO has 
not asked deferment of a single man 
from the draft laws, Mr. Giegengack 
added: “Serious consideration is be- 
ing given to requesting exemption 
of our key workers and of essential 
men whose individual services can- 


Beginning June 1, the New Boot and Shoe 
Recorder will become a more-than-ever 


important medium for your advertising mes- 


sage to the entire shoe industry. More valu- 


able editorial content will make every issue 


must reading for every subscriber and thus 


insure maximum reader interest. 


Here is a made-to-order promotional 


opportunity for every manufacturer and 


every service 


organization in the shoe in- 


dustry to tie in with constructive advertising, 


to enhance dealer good will, to maintain 


brand consciousness, and to build a solid 


foundation for a profitable and 


growing 


business in the post-war era. 


Closing date for color forms 
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not be spared without substantial 


'harm to the war effort. 


Printing “Absolutely Vital” 


“While the printing industry has 
not been declared an essential war 
industry, it must be very plain to 
everyone that printing is a commod- 
ity and a service absolutely vital ‘to 
the success of our war effort. Thou- 
sands of printers throughout the 
country are engaged in the produc- 
tion of printing which is actually a 
munition of war, while others are 
producing printing equally essential 
to the functioning of civil programs 
intimately identified with the na- 
tional war program.” 

Louis Traung, of Stecher-Traung 
Lithograph Corporation, San Fran- 
cisco, was elected president of the 
LNA, succeeding Milton P. Thwaite. 
George E. Loder, National Process 
Company, New York, was named 
vice-president. Four new directors 
also were named at today’s conclud- 
ing business meeting: Ernest E. 
Jones, president, Graphic Arts Cor- 
poration of Ohio, Toledo; Paul Po- 
venz, vice-president, Calvert Litho- 
graphing Company, Detroit; Thomas 
B. Sheridan, president, American 
Bank Stationery Company, Balti- 
more; and Alfred F. Rossotti, presi- 
dent, Rossotti Lithographing Com- 
pany, North Bergen, N. J. 


Ad Club Formed 
in Birmingham 

The advertising Federation of 
America has announced the forma- 
tion of the Advertising Club of Bir- 
mingham, Ala. Forbes McKay, as- 
sociate advertising manager of the 
Progressive Farmer-Ruralist Com- 
pany, is chairman of the board, and 
Stanley M. Erdreich, advertising 
manager, J. Blach & Sons, is presi- 
dent. 

The club has become affiliated 
with the AFA and plans to be rep- 
resented at the Federation’s war- 
time advertising conference at the 
Waldorf Astoria, New York, June 
28-30. 


SEP Show for Blue 


The Saturday Evening Post will 
sponsor a second “Four Freedoms 
War Bond Show” on the complete 
Blue Network in connection with its 
traveling exhibit of original Post 
paintings. The program will be 
aired June 3 from 10:30 p. m., to 
11:30 p. m., EWT, originating from 
the Center Gymnasium of the Air 
Lines building in Rockefeller Cen- 
ter New York, with a recorded re- 
peat at midnight for mountain and 
coast areas. MacFarland, Aveyard 
& Co., Chicago, handles the account. 


Forms Own Agency 

Maurice C. Lodge, formerly with 
D’Evelyn & Wadsworth, San Fran- 
cisco agency closed for the duration, 
has opened his own agency under 
his name at 116 New Montgomery 
St. Mr. Lodge, who has been active 
in advertising for 25 years, was pre- 
viously associated with M. E. Har- 
lan Advertising, San Francisco, and 
with agencies in New York. 


Moves Offices 

Advertising Distributors of Amer- 
ica, Inc., has moved its general of- 
fices to 20 E. Eighth St., Chicago, 
adjoining its carrier dispatch head- 
quarters. 


—the “economical” 
name for a quality 


thin paper, now 


serving Uncle Sam_ | 


and war industries. 
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May 17, 1943 


FIC Citation on 
Jeeps May Lead to 
Promotion Battle 


American Bantam 
Awaiting Hearings 
Before Laying Plans 


(Picture on Page 51) 


Cleveland, May 13.—A potential 
advertising and merchandising feud 
of considerable proportions, involv- 
ing two manufacturers eager for a 
more pronounced place in the auto- 
motive sun, seems in the making 
here following the Federal Trade 
Commission citation against Willys- 
Overland last week, in which the 
creation of the world-famous Jeep 
is the issue. 

The FTC has cited Willys-Over- 
land and its agency, United States 
Advertising Corporation, for alleged 
misrepresentation in its advertising 
of the creation and perfection of the 
Jeep. FTC says that credit for or- 
iginating the Jeep goes to American 
Bantam Car Company, Butler, Pa., 
and a hearing on the Willys citation 
has been scheduled for June 11. 

A year ago last December Willys- 
Overland ran a page in The Satur- 
day Evening Post to nail down the 
fact that all Jeeps are Willys-Over- 
land Jeeps, no matter who may 
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Read by more than 7/s MILLION families — 
Your best food customers! 


make them, and that the Jeep en- 
gine is the regular Willys Americar 
engine. The Jeep, Willys explained, 
was the outgrowth of experiments 
by two infantry officers at Ft. Ben- 
ning, Ga., who developed a mobile 
machine-gun carrier in the form of 
a T-shaped contraption lying close 
to the ground, with a machine gun 
mounted forward and an engine 
mounted aft. 


Three Submitted Models 


With this device two men, lying 
on their stomachs, could handle the 
machine gun, provide themselves 
with unusually good protection from 
enemy fire, and at the same time 
take advantage of extraordinary 
mobility. According to Willys, 
motor car manufacturers were in- 
vited to inspect the device, with 
three companies finally submitting 
models and the Willys design ulti- 
mately being selected as the one 
standard Army design for “one- 
quarter ton, four by four recon- 
naissance and scout cars,”’ the official 
designation of the Jeep. 

Since that time Willys has ham- 
mered hard at its Jeep connection, 
utilizing weekly magazines on a 
broad scale to sing the praises of 
the Jeep and to emphasize that the 
Willys Americar is “the Jeep in 
civvies.” In 1942 Willys spent ap- 
proximately $275,000 in magazines 
and farm papers to tell this general 
story, and to emphasize that the re- 
markable qualities of the Jeep 
would be carried over into the cars 
Willys would build for civilians in 
the postwar world. For the first 
three months of this year, Willys 
expenditures in the same media 
have run to about $150,000. 

At the same time, Willys made 
strenuous efforts to increase its 


by aiding them—regardless of their 
previous 
stay in business by adding new 
lines. The company, for example, 
early in 1942 made a hook-up with 
Clopay Corporation, maker of 
blackout blinds, under which it was 
able to offer automobile dealers 
franchises for the sale of this prod- 
uct to industrial users. 

But American Bantam Car Com- 
pany has an entirely different story 
to tell about the development of the 


Jeep. According to Frank F. Fenn, 


Jeep 
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ficers and engineers at the plant j, 
1940, Mr. Fenn says, America Ban. 
tam engineers put the new car 5, 
paper and took it to Washington 
where they got suggestions and ay, 
order to build the first 70 pilot 
models. 

The first one was built and ready 
for tests, he says, in 49 days, ang 
the other 69 rolled off the line 29 
days later. In its field tests, the 
company says, that first 4-whee| 
drive Jeep proved that it was bet. 
ter than anticipated and the Army 
promptly ordered 1,500 each from 
American Bantam, Ford and Will\ys- 
Overland. In October of 1941 Russi, 
bought 1,000 Bantam Jeeps, said ty 
be the first to go to that country. 

“Unfortunately for the Bantam 
Company,” Carr Liggett, Cleveland 
agency head who handles the ac- 
count relates, “its plant capacity 
was too small to meet the Army’s 
suddenly expanded demand for the 
sensational car it had invented.” A, 
a result, production of the Jeep was 
turned over to Willys-Overland and 
Ford, while American Bantam went 
to work on small amphibious and 
large cargo trailers, as well as aeria] 
torpedo engines and torpedo tail- 
gearings. American Bantam is in- 
deed a bantam in the giant auto- 
motive field, currently employing 
750 employes, and expecting to have 
1,100 on its payroll shortly. But, 
aside from some small orders for 
South America, it is not producing 
Jeeps. 


Launches Institutional Copy 


American Bantam recently started 
a fair-sized advertising campaign 
of its own, using 350-line copy in 
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lf the FTC has its way, Willys-Overland Motors may be forced to change its 
Jeep copy, as represented in this full-color page which started a new series last 


eins ible hs cetetale Ma at COME A PBS. 


week in The American Weekly. Collier's is also to carry the advertisement. The 
agency, United States Advertising Corp., Chicago, made no comment last week 
on the FTC charges. 


president of the company, the story} American Bantam lent standard 
of the Jeep goes back to 1938, when|Bantam cars to the Pennsylvania 
Mr. Fenn wrote the Army that he) National Guard for maneuvers, the 
and his engineers had an idea for | results of which encouraged them 
anew Army car. While waiting for|in their faith in the Jeep idea. 

a show of interest by the Army, | After a conference with Army of- 


STRIPS FOR 
ACTION! 


For ELEVEN YEARS we have 
specialized in the production 
of oe strips and car- 
toon artwork for leading ad- 
vertisers and agencies— 


Johnstone & Cushing 
155 East 44 Street, New York City 
MUrray Hill 2-6236 


How to write better 
food and drug copy 


One good technique checks right back to the product. Improve the product 
and you can’t help but improve the copy. 

We believe that it’s part of your responsibility, as an advertising man, 
to recommend and fight for product improvement, especially in foods and 
pharmaceuticals for America’s 132,000,000 fighters. 

Vitamin enrichment or fortification may be your answer to an improved 
product. And if Vitamin A is a logical addition, you will want to get 
and pass along the facts about what we believe to be the finest vitamin 
A concentrate available. 


Distilled Vitamin A Esters* is the name. This concentrate of vitamin A 


in the natural Ester form is produced by molecular distillation in high 
vacuum, a process which gives the resulting concentrate several unique 
advantages. 

Distilled Vitamin A Concentrate in the natural Ester form is scien- 
tifically uniform in quality, high in potency, two to ten times more stable 
in heat, light, and air than any other commercial concentrate we have 
tested. Exceptionally bland, this vitamin A does not impart taste or odor 
to foods or pharmaceuticals. 

Write for our new illustrated brochure, ““The Story of Vitamin A Esters.” 


Get complete information and performance data for your technical men. 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patents. 


DISTILLATION PRODUCTS. INC 


755 RIDGE ROAD WEST. ROCHESTER, NEW YORK 
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more than 40 Sunday newspapers 
in principal cities, about half of 
them appearing in rotogravure sec- 
tions. The copy has been of the in- 
stitutional war-effort type, telling 
the story of the products which 
American Bantam is currently pro- 
ducing, and emphasizing that “You'll 
want products of this same depend- 
able quality when peace returns— 
remember the American Bantam 
ame. 

mone of the three advertisements 
which have thus far run in the 
series have mentioned the Jeep, but 
by a strange coincidence copy for 
the May 23 insertion, ready some 
time ago, features this particular 
product and American Bantam’s 
part in supplying them to Russia. 
Involving no controversial state- 
ments over the invention of the war 
weapon, the copy says: 

“Back in 1940 the sensational 
Bantam-built Jeep hit the head- 
lines—a new typically American in- 
vention which has been called our 
country’s ‘main contribution to 
modern war.’ Russia’s smart mili- 
tary men watched this hill-climbing 
ditch-leaping little battle bronco 
gallop through its paces, quickly 
saw its value as a fighting weapon. 
_,. In October 1941 they bought 
1,000 American Bantam-built Jeeps, 
shipped them home for their war 
against Hitler. . . Remember—the 
inventive engineering behind the 
American Bantam name is some- 
thing it pays you to look for after 
the war on products you want.” 

The American Bantam advertis- 
ing will continue unchanged until 
the FTC citation against Willys- 
Overland is resolved in one way or 
another. After that, the battle may 
be on. When asked by ADVERTISING 
Ace whether the FTC action would 
have any effect on his company’s 
advertising plans, President Fenn 
said, “We will make no change in 
any way until after the hearing set 
for June 11 in Washington.” 

In Toledo, Joseph W. Frazer, 
president of Willys-Overland, de- 
nied the FTC charge that the com- 
pany had used false claims in its 
advertising. He maintained that the 
Army selected the Willys-Overland 
model after severe tests, and that 
Ford Motor Company now is mak- 
ing a Jeep designed from Willys- 
Overland blueprints. 

Company claims were approved 
by the War Department, Mr. Frazer 
added. He said Willys-Overland 
was preparing a formal answer to 
the commission complaint. 


Starts S. A. Oil Paper 


ADVERTISING AGE 


Grant Wood's famous painting “‘ American Gothic” reproduced by permission of the Art Institute of Chicago. 


Beneath the stern and unyielding righteousness of the men and women who conquered the soil of America, 
Grant Wood has depicted their fixed belief in a better tomorrow... an undying patriotism ... a readiness 
to sacrifice, that their sons and daughters might go forward ! 


oh ee ee | Dear Senator: 


Okla., has announced publication, 
starting Aug. 15, of a new bi- 
monthly called Petroleo Inter- 
Americano, printed in Spanish and 
English for coverage of the petrol- 
eum industry in Latin America. Dr. 
Oscar B. Irizarry arrived in this 
country April 15 from South Amer- 
ica to assume the post of editor and 


ra analyst of the new publica- 
10n. 


Federal-Mogul Names Two 


Federal-Mogul, Detroit manufac- 
turer of bearings and bushings, has 


appointed William R. Waddell man- 
ager of the service division. Don) 
Switzer, formerly West Coast repre- | 
sentative, and more recently assist- | 
ant sales manager, has been named | 
sales manager. 
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51?MINGHAM, ALA. 
THE TUTWILER 


NASHVILLE, TENN. 
THE ANDREW JACKSON 


ENSBORO, N. C. 
THE O. HENRY 


MONTGOMERY, ALA. 
THE JEFFERSON DAVIS 


\VANNAH, GA. 
THE SAVANNAH 
WV ORLEANS, LA. 
THE ST. CHARLES 


LING DINKLER, PRES. 


ROOMS in SOUTHERN HOTELS 


We went over to the schoolhouse the 
other night, Mother and I, for a sort of 
social. Up on the blackboard (I suppose 
during the day) some pupil had written 
“Peace Treaties must be ratified by the 
United States Senate.” 


On the way home I spoke to Mother 
about it. She had noticed the words, too. 
And with Jim overseas, I knew she was 
thinking about the same thing I was. 


We're sure we’re going to win this 
war, Senator. But we’re not interested 
only in winning; we don’t want a war 
like this one ever to happen again. 


This is the way Mother and I feel, 
and we know, as you do, that every 
mother and father, sister and wife feels 
just the same. 


Why, Senator, you know one of these 
days soon you and your 95 fellow sena- 
tors are going to decide the fate of nearly 
all the people in this world. You are go- 
ing to have to pass on the kind of peace 
we are to have. 


What you decide on is going to deter- 
mine what kind of world we are going to 
live in. If your judgment is good, we 
shall have a good world. But if your 
judgment is bad, the cost to us, the pain, 
the suffering here in this country—and 
maybe all over the globe—will be on 
your conscience. 


So it will be up to you. You will have 


to see through any bad schemes, if there 
are any; you'll have to know a lot about 
our own country’s needs and wants and 
a great deal about the needs and wants 
and hopes of all the other countries. 
Yes, I guess you will have to come pretty 
close to knowing human nature. 


Senator, this peace we’re talking about 
isn’t a small thing, it isn’t anything you 
can get a hold of in a few minutes, or a 
few days! 

It’s something so big and so awful you 
and Mother and me and Mr. Roosevelt 
and Mr. Churchill and Chiang Kai-shek 
and Joe Stalin and, I guess, a// of us, 
ought to work and pray and hope and 
labor over it, every waking hour we can 
spare. 


I wish Mother and I could help you, 
but we know we can’t. We don’t even 
always know what is good for ourselves, 
let alone good for the whole country or 
for a couple of billion other struggling 
souls in this world. 


I think, though, you can count on two 
things, all the way through. 


First, the folks who put you on the 
team. They’re pretty fine people, by and 
large. They'll back you and root for you 
and try to make a go of anything you 
say is right. 


Second, Mother and I believe that God 
is willing to lend a hand when the ques- 


tions get so complicated mortal man 
can’t answer them. 


Remember what honest old Abe Lin- 
coln said about “These shall not have 
died in vain’’? Well, we want you to act 
like he did there at Gettysburg. Noble. 
Above all the little, petty human jeal- 
ousies and meannesses that mal:ze us do 
the easy, everyday things. 

Yes, Senator, you and your fellow 
senators happened along at a time when 
your names are going down in the his- 
tory books. 

God guide you to write your page in 
large and shining letters! 


Respectfully, 


fan 


Middleville, U.S.A. 


The American public is talked to through 
the press and over the radio. Its opportuni- 
ties to register its opinions are limited. 

Next to the effective prosecution of the 
war, the people are concerned with the im- 
portance and character of the peace. 


What they are thinking is, we believe, 


expressed in this message... The J. Walter 
Thompson Company, New York, Chicago, San 
Francisco, Los Angeles, Hollywood, Seattle. 
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Drug Store Sales 
Gain, but Vary in — 
Sections—Nielsen 


Best Showing Made 
in South, West Coast; 
Small Stores Benefit 


New York, May 12.—While drug 
store sales as a whole have shown 
a marked increase as a result of 
sharp advances in consumer income, 
certain sections of the field have 
benefited more than others. These 
include stores in southern and Pa- 
cific Coast areas, small town stores 
and small independent stores. These 
and other significant sign-posts in 
the drug marketing picture were 
highlighted today by Arthur C. 
Nielsen, president of the A. C. Niel- 
sen Company, in addressing the 
Toilet Goods Association meeting 
at the Waldorf Astoria. 

While national consumer income 
rose 32% in January, February, 1943, 
as compared with last year, drug 
store sales were up 22%. National 
income for the same period was up 
78% over 1940, and drug store sales 
were up 48%. While grocery store 
sales have advanced to a greater 
degree on the basis of dollar vol- 
ume, with rises of 24% and 58% as 
compared with the 1942 and 1940 
periods, the drug store picture, Mr. 
Nielsen said, appears to be better 
from the standpoint of physical 
volume. 

In discussing the variations in 
trade increases among drug stores, 
the marketing authority said that 
small town stores have benefited by 
reduced tryansportation to the cities, 
higher agricultural buying power 
and increased industrial activity. 
Small independent stores have 
gained relatively through close-to- 
home buying, because of reduced 
transportation, and prosperity in 
small towns, where most of the 
small stores are located. 


Contrasts Druggists, Grocers 


In contrasting the position of the 
druggist and the grocer, Mr. Nielsen 
said that the latter has been 
squeezed by a lag of retail prices 
behind wholesale prices, and that 
the advent of price ceilings in May, 
1942, caught the retailers in that 
field approximately six months be- 
hind wholesale prices, with little 
relief available through OPA. On 
the other hand, druggists have been 
less affected by the price lag situa- 
tion, especially in the drug-toiletries 
classification. The average retail 
gross profit on ten toilet goods items 
has declined only .3% in the past 
two years, he said. 

The chief difficulty which drug- 
gists are experiencing at present is 
shortage of goods. Retail stocks 
declined 8% between March 1, 1942, 
and March 1, 1943, based on aver- 
age stocks of 30 drug-toiletry items. 
In addition, average out-of-stock 
items have increased from 5% 
before Pearl Harbor to 10% cur- 
rently, with smaller stores appear- 
ing to suffer from shortages more 
than the larger outlets, a condition 
which Mr. Nielsen attributed to 
war-restricted service on the part 
of the wholesalers. 

As a result of reduced stocks and 
personnel shortages, Mr. Nielsen 
reported a marked decline in the | 
dealer push which is given to ad- 
vertised brands. Along with other 
factors, the natural inertia for push- | 
ing merchandise in a seller’s mar-| 
ket has resulted in a reduction of all | 
types of retailer support, even for | 
products which are in plentiful | 
supply. 

“For the last two years,” he 
commented, “our records reveal a| 
34% drop in drug stores displays of 
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Represented by National Transitads 


Smaller Producers Aggressive 


Although higher incomes have 
resulted in consumer demand mov- 
ing up a notch or two in the quality 
scale, Mr. Nielsen reported cases 
where promoters of minor brands 
have been more ingenious than the 
competition in devising substitute 
methods or materials, or where they 
were more aggressive in their mer- 
chandising, despite the fact that 
goods have been easy to sell. 

Reasons for paying attention to 
marketing dislocations, in spite of 
the fact that the manufacturer may 
be selling all he can produce, are 
based on keeping his share of usage 
among prewar customers, and gain- 
ing his proportionate share of vol- 
ume among new users, the new cus- 
tomers created by the present period 
of inflation and shortages. 

“Nielsen Index records contain 
notable examples of the effect of 
‘sampling campaigns’ made possible 
by the distribution of surplus com- 
modities to lower-income families,” 
Mr. Nielsen reported. “The distri- 
bution of grapefruit juice in the 
central states in 1938 was followed 
by a sustained rise in retail sales of 
grapefruit juice in the same area. 
For 1939, the gain over the preced- 
ing year was considerably greater 
in the central states than the re- 
mainder of the country, where sur- 


|drug-toiletries items, and a 23% plus commodity distribution was 
| decline in drug store advertising of | negligible. 
these commodities.” 


“To the extent that income shifts 
create new users among hundreds 


Saifts in Drug Store Sales 


By Store Types & Sizes 


% Change 
dan.-Feb.1943 vs.1942 


_— ra : es 
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Indep. + 24% 


Larrve 
(Over 330,000) + 18% 


wediun 

(310-3302) + 26% 
Small 

(Under 310k) + 308 


of thousands of former non-users, 
this period of shortage may lay the 
groundwork for greatly increased 
volume after the war—particularly 
for the manufacturer who follows 
these shifts as they occur, and 
guides his distribution accordingly.” 


Mr. Nielsen commented at length | 


on changes which are now taking 
place in the character of the popu- 
lation, due to the increased birth 
rate and the increase in the number 
of gainfully employed. 

“Our gainfully employed popula- 
tion is increasing rapidly,” he said, 


“as America strives to replace the | 
men called to service, to boost war | 


production and to take care of in- 
creased civilian demands. Esti- 
mates show that 57 million Ameri- 
cans will be gainfully employed by 
the end of 1943 (excluding those in 
the armed forces) as compared with 
48 million in 1940. 

“The total number of births is at 
an all-time high, and even if this 
upward trend is arrested, the peak 
of total infant population is still 
ahead of us. 

“Furthermore, our youth popula- 
tion is continuing to grow up. The 
war has not stopped Father Time’s 
hour glass. With each year, kids 
in rompers start to kindergarten 
and their big sisters arrive at an 
age where nail polish and face pow- 
der become ‘necessities of life.’ If 
anything, war conditions are speed- 
ing up these changes by hastening 
educational processes and by offer- 
ing employment opportunities to 
teen-age youngsters, giving you new 
prospects in each age bracket at an 
accelerated pace.” 

Mr. Nielsen estimated that the 
rate of mortality in the drug store 
field was only 5% in 1942, as com- 


pared with 10% in the retail gy,._ 
cery field. On the other hand, });. 
represents an increase from only 
2% in the drug field in 1940 ang 


a 


Decline in Dealer Push 


10 Drug-Toiletries Commodities 


Druz Store Displays 


Mar. 1,1941] 100 


Mar. 1,1943] 66 


Drug Store Advertising 


Mar. 1,1941] 100 


Mar. 1,1943] 77 


—_—— 


1941, while grocery store mortality 
rose less sharply, from 6% in 1949 
and 9% in 1941 to 10% in 1942. 


| Swing to Larger Packages 


| Increased consumer buying in 
| both food and drug fields has em- 
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TOP AWARD ...a bar of 
special fibre board . . . place in 
back for bottles . 
sistant. Folds up like a bridge 


. . alcohol re- 


table...when open will support 
one standing man and any 
number of leaners! Because 
some states forbid giveaways ... 
the bar was priced at one dollar 
... Solved a premium problem 
for Schenley. First order was for 


large quantity . . . second 2'2 


times greater! Planned, de- 
signed, and manufactured by 


Einson-Freeman. 
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_vocized purchases in larger pack- 
= ir. Mislesn said. In the case 
* 24 leading brands of six impor- 
ant food commodities, sales of large 
packages rose 28% in 1942, as com- 
pared with a sales gain of i1% of 
-mall packages. The spread was 
even greater in the case of drug 
sore items, where sales of large 
packages gained 30% and of small 
y 8%. 

a summarizing the problems of 
marketers under wartime condi- 
tions, Mr. Nielsen suggested the fol- 
lowing as representing some of 
the questions which manufacturers 
should be asking: 

1. Am I holding my share of the 
consumer market? 

9. Are my sales gains genuine, 
or do they reflect trade stocking? 

39. Are my retail sales spread so 
as to keep out-of-stock percentages 
at a minimum? 

4. Is my competitive price differ- 
ential changing? If so, what is the 
effect on my consumer and trade 
position in individual sections of the 

arket? 

—_ Is substitute competition in- 
yvading my industry? If so, what is 
the consumer response? 

6. What about conclusive mar- 
keting tests on the package or prod- 
uct changes I plan to inaugurate? 

7, Is my advertising hitting the 
income groups I want to reach—so 
1s to arm myself for the all-impor- 
tant postwar battle for markets? 

“These are typical marketing 


questions which you must answer,” 
continued the research expert, “re- 
gardless of whether or not you are 
selling all you can produce, if you 
are to emerge from the war period 
with your consumer franchise un- 
impaired, and if you are to be ready 
to meet the challenge of reemploy- 
ing the millions of soldiers and 
sailors and war workers in the days 
after victory is won.” 


‘Printers’ Ink’ Takes 
Brad-Vern’s Reports 


The title and good will of Brad- 
Vern’s Reports and Brad-Vern’s 
Library of Business Papers have 
been transferred to Printers’ Ink 
Publishing Company, New York, 
following the enlistment of Vernon 
H. Van Diver Jr., general manager 
of the Brad-Vern Company, as an 
aviation cadet. 

Transfer includes all physical 
properties of the company, includ- 
ing subscription lists and correspon- 
dence with cooperating publishers. 
The new acquisition will be oper- 
ated as a division of Printers’ Ink. 


Cadenas to Copy Staff 


George Cadenas, formerly on the 
editorial staff of Consolidated Edi- 
son Company, New York, has joined 
Sheldon, Morse, Hutchins & Easton, 
New York, as an engineering copy- 
writer. 


*Canadian Home Journal 


t'*Canadian Homes and Gardens 
| *Chatelaine 

*Liberty 

*MacLean's 

*Mayfair .. ‘ . 
*National Home Monthly 

*New World Pp 


Total Group ...... awa s . ere 196,702 251.8 163,302 
Canadian farm papers including poultry and livestock 

Canadian Countryman ..........- Covcwecces SOs 21,198 25.3 17,695 | 
*Country Guide ...... ee 34.3 24,685 24.3 17,481 
*Family Herald & Weekly Star: 

Eastern Edition yTTT re 43.1 43,564 5.3 35,633 

EN. SEED on cccawee tabs ¥ebdercdsnee 37.9 38,32 29.2 29,496 
Farm & Ranch Review............. rae rer? | 17.0 12,20¢ 9.8 7,062 
Farmer's Advocate & Home Magazine 7.2 26,030 9.9 20,915 
Cs MERGED 3. ccaccdicccavarsecivers 37.6 26,301 28.0 19,565 
*Free Press Prairie Farmer............+. 40.5 45 591 32.0 35,949 
Western Pro@wucer ....cccsescess 27.4 29,369 20.2 21,574 

Total Group 305.3 67 1 234.0 205,370 

*Figures received from publisher 

tFigures not included in total. 

11943 May & June issues combined. 

20.5%. Farm papers for May 1943 


Canadian Linage 


Shows Increase 


New York, May 12.— Canadian 
magazines and farm papers regis- 
tered gains this month over the 
comparable month in the preceding 
year, according to a compilation by 
ADVERTISING AGE based on figures 
furnished by Publishers’ Informa- 
tion Bureau. 

Magazines for May 1943 carried a 
total of 196,702 lines compared with 


MAY CANADIAN MAGAZINE LINAGE 


1943— 


— 


—, 


79.3 
29.0 
21.0 


carried a total of 267,271 lines this 
month compared with 205,370 lines 
for the same month a year ago, an 
increase of 30.1%. 


Thomas to New Post 
Edward F. Thomas has been 
appointed director of public rela- 
tions for Geyer, Cornell & Newell, 
New York. Mr. Thomas was for- 
merly with Carl Byoir & Associates, 
New York, serving for two years 
as director of editorial and economic 


163,302 lines in May 1942, a gain of | research. 


“Wouldn't you think Einson-Freeman would stick to its war work and toy 


lines—and let somebody else have a crack at the Display Awards?” 


Sorry, pal... as long as Einson-Freeman gets displays to make, they 


will be good displays! And as long as awards are given, Einson-Freeman 


displays will probably win some. True, we are working for Uncle Sam... 


and are manufacturing a spectacularly successful line of toys and premium 


promotions. But on displays, the old eye has not lost its cunning, nor the 


shop its skill. And, despite our new activities, Einson-Freeman stands ready 


and willing to make superior displays for smart advertisers who want same! 


Einson-Freeman Company, Ine. .. . Unrelenting lithographers .. . Starr and 


Borden Avenues, Long Island City, New York. 


TOP AWARD ...a two-plane window display for 


Hoffman Beer . . . with one very plain appeal! Designed 


and executed by J. Clarence Damron, Hoffman art director; 
lithographed in full color by Einson-Freeman. 


ye 
¥ \ oe 


_, lwo Books Reveal 
-' Contrasting Views 


on Advertising 


Public Interest Is 
Criterion on Which 
Authors Are Divided 


New York, May 11.—The con- 
flicting and irreconcilable view- 
points of the anti-advertising fanatic 
and the advertising and public rela- 
tions expert are perfectly exem- 
plified by two new books which 
rolled off the presses last month. 
“Consumers in Wartime” was writ- 
ten by Leland J. Gordon, professor 
of economics at’ Denison University, 
and a director of Consumers Union, 
to warn the public that it responds 
to advertising at its peril. 

“The New Profession,” by Aver- 
ell Broughton, sets forth the thesis 
that no advertising or public rela- 
tions campaign can succeed unless 
it be in the public interest. While 
this doctrine has not yet gained 
universal acceptance, Mr. Brough- 
ton said, the most successful adver- 
tisers have long followed it. 

Prof. Gordon’s book, published 
by Harper & Brothers, and given 
the impressive sub-title, “A guide 
to family economy in the emer- 
gency,” asserts that no reader can 
expect to get impartial advice from 
a firm which stands to gain only if 
he purchases its product. 


“Profit Primary Purpose” 


“There can be no doubt that much 
advertising is helpful to the con- 
sumer,” concedes the professor, “‘but 
neither can there be any doubt that 
its primary purpose is to expand 
the business and profits of the seller 
and that any benefit to the con- 
sumer is incidental or secondary. 

“You might find, as others have, 
that a 10-cent cigaret satisfied you 
as completely as a 15-cent brand. 
Consumers Union and _ Reader’s 
Digest, not dependent on advertis- 
ing revenue, will give you compari- 
sons, but an advertiser of a 15-cent 
brand will not.” 

This viewpoint provides a re- 
markable contrast with that of Mr. 
Broughton, who humbly admits that 
he is merely a business man. He 
made this affirmation of faith: 


Serves Public, Broughton Holds 


“I believe the interests of busi- 
ness are identical with those of the 
public it serves and do not see how 
it could be otherwise.” 

Mr. Broughton, who regards ad- 
vertising as only one tool of public 
relations, admits that this concep- 
tion does not permeate all ranks. 

“In every large business and in 
every large industry, however,” he 
wrote, “there are men and women 
who understand the need for steady 
consideration of the public interest 
and I believe they will prevail.” 

Mr. Broughton used the famous 
Hocking advertisement of Carrier 
Corporation as an example of a 
great public relations achievement 
made possible by close cooperation 
among all concerned, including both 
the agency and the company’s pub- 
lic relations counsel. (AA, Nov. 30, 
1942.) 

From the amazing reaction of the 
public, government officials and 
others to this advertisement, which 
ultimately found its way into the 
Congressional Record,” Mr. Brough- 
| ton deduced that good ideas won't 
| always originate at the top and that 
|the most successful advertising 
|serves as well as sells. In other 
| words, it is in the public interest. 


| Mr. Broughton’s new book has 
| been published by E. P. Dutton 
| & Co. 
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ADVERTISING AGE 


May 17, 1943 


Fe arm Papers 
Register 23.2% 
Linage Gain 


in all categories registered a sub- | 
stantial increase in advertising lin- | 
age this month, recording a gain of 
| 


Reach the Field Leaders 


in Agriculture and Home Eco- 
nomics who influence buying 
practice on the farm and in the 
farm home. 


Who are the Field Leaders? 

Consult Standard Rate and Data, or 

Controlled Circulation Audit Reports 
- * 


138 N. CLARK ST. 
CHICAGO 


New York, May 12.—Farm papers | for 


— 
23. 2% over the comparable month | MAY ADVERTISING LINAGE IN FARM PAPERS 
in 1942. Commercial Display | Commercial Display 
Increases tabulated by ADVERTIS- | including Poultry and Display | Including I oultry and D ; 
,1nG AGE based on figures furnished Livestock Advertising one si Ad = 
: : -——1943——, -——1942 1943 2 | ——1943——, ——1942—— ‘ 194 
by Publishers’ Information Bureau Pages Lines Pages Lines Lines Lines | Pages Lines Pages Lines = Lin Line 
totaled 35.1% for May monthiies; | Monthlies | Michigan | A oh eed = egy = et 17,8 449 
¢ i i : P try Journal: | Missouri Farmer 9.2 7,2 i. 5,31 6, Re 5 106 
6.4% for April monthlies; 28.1% Attcotern Edition. 22.9 9,882 17.8 7,646 5,141 4,095 | Missouri Ruralist 18.4 14,009 16.8 12,755 10,861 19\4. 
semi-monthlies; 17% for bi- Central Edition 16.1 6.923 11.5 4.938 4.061 1.169 | Montana Farmer 26.8 20,271 17.6 13,117 17,89 12 9% 
i - . a : ag o+g fe. _. 26 02 7 771 23.963 12’. 
weeklies; 3.9% for weeklies; and | Western Edition 11.9 5.125 &.8 git 3,820 2 4 pate oy 7 Ae : et ey os 4 ptt er 13,91 
ili 3 Edit oe ee. ee CSS 487 3,680 2,82 Average of E& -» 2.6 1,970 23.4 17,012 ¢ 15.01 
12.3% for dailies. . Smester — ‘“" any alezs)09'2)31682 «4675 «38,682 | Ohio Farmer ......... 31.9 24,477 26.5 20,319 22.99 4s 

Total lines carried by all classi-| .,,.\aers Gazette... 121 5.486... ose 3,713 ..... | *Oregon Grange ce vies hs wee 

Reatioes Cmeeeees tS lemeea | Callteraia, Citsegraph.. 161 10,380 16.0 e368 3 +4 15.089 P owen ‘Farmer. . oa? 20,535 23.1 17.703 17 9 eee 
j j 1c ver’s Farmer ...... 34.8 23,685 24.1 16,36 23,099 5,959 enns a I) sp + a) . ? 14,77 
compared with 995,204 lines for the conten Co-Operator. 5.4 2.284 4.4 1,855 2,284 1,855 | Utah Farmer - 16.7 13,606 36.3 11,405 11,6 9.59 
same month in 1942. Country Gentleman 56.4 38,335 39.5 26,879 37,217 26,132) Wallaces’ Farmer -» 40.5 31,726 23.2 18,219 28,71 16,32 
*Electricity on the Western Farm Life.... 20.1 15,780 19.9 15,588 11,820 19 51 
are eee ee 4. 1.571 8.3 » 963 1,571 2,963 | Wisconsin Agriculturist 29.5 23,102 17.5 13,684 21,404 19 99 
: | Far ‘Ranch... 24.4 18.427 15.2 11,499 17,028 10,309 : © Sonand aan GEdee Gan - 
Hutton Joins WIZ —— , Bane a. a , Total a < at ..404.7 318,296 313.9 248,417 286.1 144 
ith | “armer’ , 56.7 24,308 53.2 22,827 238,137 21,908 Bi-Weeklies—Ap ‘ . 

Robert Hutton, formerly with Fy agg Minn ¢ 3 aes 4.5 3048 3.622 3.048 | American Agriculturist 21.9 15,904 20.1 14,657 13,88 124 
. ’ . oe eo. o,0e uo “+ . _ - > . es pt pd ° e - “ : ‘ 
Stations WEAF, New York, and *Hoosier Farmer 15.6 7,034 15.0 6,750 7,034 6,750) A a va _ seh ee =. ptt ay age 4 + The 
: : . > , ; rn le “ultivator 25.6 ‘, «i. a, > 1.436 15. % 

WCCO, Minneapolis, has been ap- “Kentucky Farmers ae se) esa Califorale, uitivete ; 

: ¢ ; ome Journal .... S.8 6,92 7.2 5 2 5 —< a F hadi 
pointed to the sales promotion staff) , joe oer News. 19 2903 6 3.269 8,908 8,269] News ...........ee. a2? 2826 6.3 fase Rat? a 
of Station WJZ, New York. *National Livestock Dakota Farmer 9 8 17.209 +1 15.992 177 , 10,66 

Progmoer ......+.+.. 4.7 3,442 4.3 3,129 3,442 3,129 pag i er 22.8 17,202 21.2 15,99 7.146 15.5 
| *tNation’s Agric ulture. .. “y" 4.5 2,026 - 2,026 | New Englan . ‘ ‘ ee 
Homestead ...... 25.9 18,140 21.4 14,993 15,415 10: 
s *New Jers Farm & “ a a od 4 : - 
Abandon Fall Showing Garden 24 phe snenoees 26.3 11,836 21.0 9,468 9,894 7,516 wauae —— osee 21.2 16,057 19.2 14,509 16,001 i144 
. . ; *acific ura Tress: 7 
The Men’s Wear Manufacturers — pare 10.9 4.900 7.9 2.553 4.900 8.552 Northern Edition.. 34.1 25,769 31.1 23,506 29 87 
its iii. : ns ; “rn Edi 2 24,825 30.1 22,729 18g 
of Los Angeles has abandoned its! pouttry Tribune: oo +4 erty os yt 21 
usual fall showing this year, and Eastern Edition 28.4 12,166 21.4 9,168 7,597 180 | Po pe eaten sar tenes 2.3 24, 28.4 21,48 20, 86 
: : ‘entr dition ..... 23.0 9,859 14.8 6,327 6,659 4,056) Prairie Fi ar: 5 - 
has substituted an illustrated bro-| {ontra! Edition | 183) 7848 124 «48308 «46828 «(38:772| Til. & Ind. Editions.. 33.0 24,026 24.8 18,071 22,818 16. 
. 4 7 deer -% a4 5 "940 , lew -ker 26 20,367 22 7,53 5,07 2,5 
chure showing several models of! Pacific Edition . 21.8 9,340 13.7 5,872 7,250 3,849| Rural New Yorker.... 26.0 20,367 4 +i pee es 
/each member manufacturer tIn all 4 Editions.... 17.5 7,502 10.8 4,621 6,146 3,540] Washington Farmer 23.4 17,689 19.7 14,870 17,633 14,8 
: Progressive Farmer: . “* oa cee a 203.6 i hin au 
Carolina-Va. Edition, 31.3 22.5 16,369 22,198 Total Group .... 317.9 238,317 271.8 203,645 223,359 1887 
Georgia-Ala, Edition. 31.4 21.3 15,530 22,346 __Weeklies—April = win pacer Te 
Ky.-Tenn. Edition... 29.0 20.6 14,957 20,544 eet s Weekly 1 11,44 5.6 12,473 934 99 
i - - miss BO 21.0 5,312 20,107 ashington Grange 
tags ob — a. + i 9 sa aas 22'828 NOWR .nccscsceses 16.6 18,018 18.7 20,342 18,018 26 
tin all 5 Editions.... 26.7 18.9 18,792 19,070 ‘Weekly Kansas City — he 9087 
tAverage 5 Editions. 30.5 21.7 15,765 21,605 Star Missouri Edition 9.8 24,097 7.6 18,753 20,57 13.48 
Southern Agriculturist. 18.7 11.0 7,712 12,555 F . ig ene = Yar. room . 
| Southern Planter i8.6 11.6 8.124 12,284 Total Group $1.5 68,557 (51.0 SLSCS 61,524 41.5 
ae epg to Successful Farming 55.9 40.4 18,178 24,637 ‘ Dailies—April 
a a __| *Chicago Daily Drovers ; 
“Rarer | Total Group 670.0 388,563 503.1 287,544 356,572 262,584 | ee a aye 23.9 60,857 19.8 42,062 1,424 24 

RL eS | *Kansas City Daily 

’ — t Monthlies—April (weer rs Telegram. 22.9 48,762 11.46 45,875 32,621 84.5 
tee ee ie American Fruit Grower 14.2 6.481 11.2 5,099 6,481 5,099 | eg ymaha Daily Journal- 

5 ti Arkansas Farmer ..... 6.6 5,018 6.7 4,278 4,887 4.162] gtockman 26.7 87.029 26.2 86.762 45.721 42% 

| Farmer-Stockman .. 17.2 12,990 17.6 13,294 11,662 11,366 / *st. Louis Daily Live 
| t*Idaho Granger ; 6.4 6,897 6,897 stock Reporter “0.1 42.707 15.9 33.770 31.2 , 
| Wyoming Stockman- | " 
PAFMOF . +044) coe OS tos 644 863.900 §=63,608 §=63,900) Total Group 93.6 199,355 83.6 177,459 141,031 
Total Group » 42.20 28,281 38.9 26,671 26,538: 24,527 *Figures received from the publisher 
Semi-Monthlies—. April tFigures not included in total 
| alifornia Grange News 11.8 12,771 14.5 12,771 15,708 ‘Issue combined with June for 1943. 
PN, “EO is cecessc 35.3 27,702 18.3 25,640 12,650 “One zone for 1943; 1942 4 editions 
| Hoard’s Dairyman 31.7 23,087 26.7 19,689 14,894 1943 five issues; 1942 four issues. 
Indiana Farmers Guide 15.1 11,801 15.3 12,006 10,720 10,492 1943 four issues; 1942 five issues. 
| Kansas Farmer 17.9 13,598 16.5 12,569 12,124 10,065 ‘Figures not available. 
| 
| . . . 
U rges Business Davis to Donahue & Coe _ Deibler Moves Offices 
1 . P 
| Robert A. Davis Jr., formerly R. H. Deibler, publishers’ repre- 


city —is presented 


paigns on 


149,000 people—more than the pop- 


ulation of the entire state of Nevada 
or Albany, New York—have moved 
into Cook and five adjoining counties 


since the last census was taken. 


The attention of the 149,000 peo- 


ple—who inhabit this great invisible 


as a bonus to the 


advertisers who place their cam- 


pene ty Be MOG tpet 


Papers to Lead in 
Public Relations 


Chicago, May 11.—Some Ameri- 
can industries, such as the public 
utilities, have been “taking a beat- 
ing” because they have been afraid 
to fight back, Joseph W. Hicks, Chi- 
cago public relations counselor, told 
|the Chicago Business Papers As- 
|sociation yesterday. He criticized 
be utilities for failing to sign their 
names to the public relations adver- 
| tising now appearing in national 
| Magazines. 

“The utilities have taken a beat- 
|ing because they have been afraid 
‘to fight back,’ said Mr. Hicks. 
\“Their business press offered them 
/leadership which they were afraid 
| to accept. At times they were found 
_to be vulnerable, but they have had | 
la good public service story to tell, 
;and they have had the means of | 
getting their story to the American 
public. Some of their operating 
units have taken advantage of the 
| possibilities that were offered to 
| them. 
| “Even at this date, when the in- 
| dustry is carrying a series of adver- 
|tisements in national media de- 
| signed to show what it is doing to 
help win the war, the list of com- 
| panies supporting the campaign re- 
| mains somewhat a national secret.” 


Should Guide Industries 


He urged business papers to as- 
sume the public relations leadership 
of their industries in fighting for 
the maintenance of the free enter- 
prise system, without, however, be- 
ing committed to the idea that in- 
dustry is always right. 

Mr. Hicks referred to the success 
of the confectionery industry in the 
work which it is doing to obtain 
recognition of candy as an impor- 
tant feature of the wartime diet, 
and to the fine reaction which has 
been received from the Blue Net- 
work program, “Washington Re- 
‘ports on Rationing,” broadcast each 
Sunday afternoon by the Council on 
Candy as Food in the War Effort. 

He offered as a definition of pub- 


| 


lic relations “any effort undertaken | 
improve or maintain the | 


to build, 
stature or dignity of an industry, 
organization, product or service.” 


Cooling Promoted 


S. Carle Cooling has been elected 


vice-president in charge of sales of 
the packers can division of Crown 
Can Company, Philadelphia. He 
was formerly general sales manager 
of the division. 


'with George P. Hollingbery Com- 
|pany, New York, has joined Dona- 
hue & Coe, New York, as an ac- 
count executive. 


S. Broadway. 


sentative, has moved from 1709 W 
8th St., Los Angeles, to larger quar- 
ters in the Chapman building, 


756 


| 
| 


Why? 


Voted most 
likely to succeed 


San Diego represents one pop- 
ulation shift which must be 
recognized by marketers. 
Because the Bureau of 
snsus analysis for the Amer- 
mn Management Association 
asses San Diego as one of 
areas with the best pros- 
ects of retaining wartime 
growth! @ That's why your 
advertising, placed now 
be San Diego Union and 
Pambune-Sun, works for both 
weeaay and “tomorrow 
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pee 
Postwar Planning 
How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


Offers $1,000 Award for 
New Postwar Product 

A Springfield, Mass., business or- 
,anization has established a $1,000 
"ward to the employe of an indus- 
‘rial company in the New England 
jrea who submits the most practical 
ind worthwhile suggestion to man- 
igement for the development of 
ome new or materially improved 
sostwar product or service. The an- 
nouncement was made by William 
3. Remington, Springfield advertis- 
ng agency head, at a postwar clinic 
ne sponsored recently (AA, May 


a Remington explained that the 
ganization ma king the offer 
prefers to remain anonymous but 
s giving the award as a practical 
jemonstration in the belief in the 
importance of tangible and concrete 
postwar planning. A committee 
will be set up to draft rules govern- 
ing the competition. The winning 
suggestion will have to be accepted 
by the employe’s own company for | 
actual use and it must be one that 
will contribute to an increase in 
employment in the Springfield area. 
* oS ak 
Although automative manufactur- | 
ers deny that even one-third of an 
engineer’s time is devoted to de- 
velopment of postwar automobiles, 
me independent product designer | 
tells how another of his profession | 
who recently split his time among) 
three motor car producers has_ 
swung over full-time to one of| 
them. 


* %* * 


A producer of heavy industrial 
equipment in the East has engaged 
the services of two business engi- 
neers to work on postwar problems. 
One will be concerned with produc- 
tion and operations, the other with 
sales and marketing. 

* * * 


The postwar outlook for synthetic 
rubber is more a political problem 
than a technical one, according to 
an authority in the new industry. 
Much will depend upon tariffs on 
real rubber and subsidies of syn- 
thetic rubber plants. The industry 
is boked upon by those in it as a 
splendid example of the high cost 
of socialized industry. 

* * * 


A question being asked more and 
nore is how industry is going to 
finance all the postwar operations 
ing planned for it. Some point 
jut that industry came out of the 
last war in much better financial 


ondition than may be expected this 
ume, 
1% * a 


“Associates,” as workers of Jack 
« Heintz, Inc., are called, will re- 
eive at least 40 hours of work a 
week after the war, according to 
plans the company now has. J&H 
employes going into the armed 
‘ervices will receive a fund equal to 
$90 per month for the time in serv- 
ce upon their return, or to their 
eneficiaries. 

os ? * 


The head of a large industrial 
ompany does not think women will 


vant to “go home” after the war. 
ind he is not sure that industry 
vill want them to. 

te a ok 
Too much emphasis is being 


placed on the material aspects of 
he postwar outlook, according to 


MT. 
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one prominent business man. If the 
American enterprise system is to be 
kept from killing itself there must 
be a return to an appreciation of the 
moral and spiritual values of life, 
he feels. 

* * * 

Railroads are planning more 
glamor trains after the war. The 
conveniences of the latest develop- 
ments for passenger comfort before 
the war will be mild compared to 
those on the planning boards, says 
one who has had a peek. 


Joins Wesley Associates 

Virginia Treuhaft, formerly pub- 
licity manager of Dermetics, Inc., 
New York, has joined the staff of 
Wesley Associates, New York, 
agency handling the Dermetics ac- 
count. 


Mullen, John Hymes 


Join Radio Bureau 


John A, Mullen, vice-pres 
Benton & Bowles, New York, will 
join the domestic radio bureau of 
the Office of War Information in the 
near future. He will act as copy 
chief, and will be responsible di- 
rectly to Donald D. Stauffer, bureau 
director. 

John Hymes, formerly with Foote, 
Cone & Belding in New York, will 
join the bureau May 17 as head of 
station relations and research. He 
replaces Richard Connor, who will 
handle station relations for the Mu- 
tual Broadcasting System in New 
York. 


Appoints Weed & Co. 


Weed & Co., New York, has been 
named national spot representative 
for Station WWDC, Washington, 
m % 


Kobbe Elected V. P. 


United States News, New York, 
has elected Philip Kobbe a vice- 
president in charge of development. 


ident of president of the Flori 


| 


}a new directory of Florida manu-| 


Issues Florida Directory 


Harold Colee, executive vice- 


Chamber of Commerce, 


Becomes Radio Director 


Russ Johnston, recently in charge 


da State|of all CBS programs originating in 
Jackson- | Hollywood, has become radio direc- 


ville, has announced publication of| tor of the new Hollywood office of 


| 


McCann-Erickson, Inc. August J. 


facturers, which will be ready for| Bruhn, former co-manager of the 


distribution in June. 


The book,| Los Angeles office, has been ap- 


compiled by the research division of | Pointed manager of the Hollywood 
the State Chamber, contains a list | Office, and Burt Cochran succeeds 
of more than 3,000 active industrial | him as manager in Los Angeles. 


concerns, arranged alphabetically, 
according to products manufactured 
and geographically by cities and 
towns. 


Preston Joins Sarra 


Hugh A. Preston has joined the 
Chicago studios of Sarra, Inc., as 
sales executive. For the past seven 
years he has been a partner in La- 
Driere Studios. 


To Lorenzen & Thompson 


Lorenzen & Thompson has been 
appointed national advertising rep- 
resentative for the News, Zanesville, 
O., and News and Times, Cumber- 
land, Md. 


| 
| 


PARENTS’ MAGAZINE FAMILIES 


mt Bot kaoh 


MORE RATION BOOKS PER FAMILY 
more tHan 4/3 MILLION 
FAMILIES WITH CHILDREN 
YOUR BEST FOOD CUSTOMERS! 


South’s 1942 Farm Income Exceeds 


Livestock and Livestock Products . 


Tobacco 


Vegetables and Truck Crops . . 


Grains and Hay . 


fowls 2. 1. ew 


Other Sources 


1942 SOUTHERN FARM INCOME 


1935 


/ 


~~ 


*TeiuoN 


The Progressive Farmer’s Estimate 


WHEN this chart was published in a Progressive 
Farmer advertisement last October, “‘Estimated”’ 
appeared at the bottom of the 1942 column. A 1942 
Southern farm income of well above FOUR BILLION 
DOLLARS is no longer an estimate. It is an 
accomplished fact. Here are the U.S. Department of 
Agriculture figures for the 14 Southern States: 


$1,490,700,000 
1,312,616,000 
446,788,000 
211,425,000 
. 294,103,000 
- 166,975,000 
477 ,277 ,000 


$4,399,884,000 


(October 1942 Estimate of Progressive Farmer $4,300,000,000) 


More cash went to Southern farmers in 1942 than 
in any previous year in history. . . $1,193,123,000 


more than in 1941. 


. .$1,982,862,000 more than in 


1940. This enormous increase in the buying power of 
the Rural South is one reason why The Progressive 


Farmer has gained advertising linage in every issue 
from June 1942 through May 1943. 

The Progressive Farmer is the South’s leading 
magazine. Edited in five separate, localized editions, 
The Progressive Farmer keeps in close, neighborly 
touch with its readers. . . it is their counsellor, friend 


and buying guide. 


Your advertisement in The Progressive Farmer 
makes you a good neighbor to your prosperous 
Southern customers. And in the South, where 
population and trade are predominantly rural, folks 
like to do business with good neighbors. 


The South, Subscribes to 


\\ 


ive- armer 


J 


Advertising Offices: sin MINGHAM, RALEIGH 
DALLAS, 


MEMPHIS, NEW 


YORK, CHICAGO 
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Tobacco Companies: 
Use Networks for 
Cigaret Give-Away 


New York, May 11.—A giant total 
of approximately 4,200,000 free 
cigarets — 210,000 packages of the 
conventional size —are being given 
away weekly to members of the 
armed forces in connection with the 
radio programs of several leading 
brands in the dual hope that they 
will contribute mightily to the well- 


more than 
a0 

years the 
NAN 

FRANCISCO 


count. 

Philip Morris & Co. 
free cigarets in stagedoor canteens 
|all over the country, but makes no 


has 
heen the 
Leading 
eWspaper 
IN 
its field 


|signed to 


being of the armed forces and at 
the same time create invaluable 
good will among the postwar 
world’s most important single group 
of smokers. 

The Camel show “Thanks to the 
Yarks,” aired over the Columbia 
Broadcasting System, Saturdays 
from 7:30 to 8 p. m., EWT, has been 
geared to the cigaret give-away. For 
each right answer quiz contestants 
are allotted free Camels for overseas 
delivery. R. J. Reynolds salutes 
“the hero of the week” on four 
other Camel shows, with 300,000 
cigarets donated to the hero’s par- 


ticular branch of service, totaling 
1,200,000 free Camels weekly. 

For $25 Liggett & Myers will 
send one case of 10,000 Chesterfields 
to members of the Navy, Marines or 
Coast Guard fighting on foreign 
fronts, for free distribution, carry- 
ing charges prepaid. Soldiers are 
excluded from this offer. When 
orders are placed for two or more 
cases, stickers bearing the name, 
address and greeting of donor are 
attached to pack of cigarets. The 
company will donate one case free 
with each order of ten cases or 
more. 

A plan has also been provided for 
the mailing of Chesterfields to serv- 
ice men within the continental 
United States or Alaska or Hawaii 
only. Cigaret orders for army men 
within the 48 states will be accepted 
at $1.20 per carton and name and 
address of the donor appears on the 
outside of the package. 

In place of the revenue stamp, 
which is not required on cigaret 
packs outside the country, R. J. 
Reynolds has created a small sticker 
carrying the greetings, “Thanks to 
the Yanks from the Makers of 
Camels.” Wm. Esty & Co., New 
York, directs advertising. 


On Waring Show 


Liggett & Myers Tobacco Com- 
pany, makes its contribution of 1,- 
000,000 Chesterfields weekly on the 
Fred Waring program heard over 
an NBC network, Mondays through 
Fridays, 7 to 7:15 p. m., EWT, and 
the Harry James program aired 
over CBS Tuesdays, Wednesdays 
and Thursdays, 7:15 to 7:30 p. m., 
EWT. The regular revenue stamp 
is replaced with “Good Luck from 
Chesterfields,” and “Best Chester- 
field Wishes.” Newell - Emmett, 
New York, is the agency. 

For each song Joan Edwards sings 
on “Your Hit Parade,” heard over 
CBS, Saturday from 9 to 9:45 p. m., 
EWT, and Jerry Wayne lilts on 
“Your All Time Hit Parade,’ NBC, 
Fridays from 8:30 to 9 p. m., EWT, 
the American Tobacco Company, 
sounds off with 250,000 free Lucky 
Strikes for the men in the armed 
forces, averaging about 2,000,000 
cigarets weekly. Foote, Cone & 
Belding, New York, handles the ac- 


distributes 


mention of this on its radio pro- 
|grams, or in other advertising, be- 
\lieving that in this case the deed is 
i'much more important than the 
word. The Biow Company, New 
| York, is the agency. 

Distribution of these free cigarets 
presents no particular problem, 
since the special service branch of | 
the Army is eager to do everything | 
possible to facilitate their flow to 
the various theaters of war. Despite 
widespread reports of inequitable 


| 


distribution of brands by theaters of | 
operation, cigaret manufacturers 


are unanimous in their praise of the| Company, Cincinnati. 


Magazine Linage 
Up 25.6% During 
Month of May 


New York, May 12, — General 
magazines in all groups recorded 
linage gains this month over the 
like month of May 1942, the in- 
crease amounting to 25.6%, accord- 
ing to an ADVERTISING AGE compila- 
tion based on figures by Publishers’ 
Information Bureau. 

In the general group an increase 
of 23.2% was recorded, followed by 
16.9% for the woman’s group, 119% 
for the standard group, and 13.1% 
for the outdoor group. Weeklies 
showed a gain of 32.5% for April 
issues. 

Totals for all categories showed 
2,808,400 lines compared with 2,- 
236,590 lines for May 1942. 


White Elected V. P. 


J. Roger White has been elected 
vice-president in charge of sales and 
advertising of Formica Insulation 
Mr. White 


manner in which distribution is| joined the company in 1928 and for 
carried out. The exigencies of war | the past three years has been gen- 
undoubtedly create problems and | eral sales and advertising manager. 


lapses which are not present in nor- 
mal distribution, they say, but many | 
of these problems have been ironed | 
out and the armed forces are get-| 


ting a reasonably plentiful supply | 


| preferred brand. 
Barnes Resigns; Smullen 
Joins NARD Ad Staff 


Donald S. Barnes, for the past! 


Joins Outdoor Agency 


John Ziegler, formerly with Ham- 
ilton Wright Organization, New 


of cigarets, even though each soldier | York public relations company, has 
is not always able to smoke his own | Joined General Outdoor Advertis- 


ing Company. Mr. Ziegler will 
make his headquarters in Atlantic 


| City, N. J. 


Judd to Ward 


Robert C. Judd, who has been 


nine years advertising manager of| with C. C. Chapelle, market re- 


NARD Journal, Chicago, has re- 
become a 
Haugen Advertising, Detroit display 
company. 

Charles A. Smullen, formerly 
with Topics Publishing Company as 
western manager of Drug Trade 
News and Food Field Reporter, has 
joined the advertising staff of the 
NARD Journal. He will be trans- 
ferred from Chicago in the near 
future to manage the eastern office 
in New York. 


search organization, Chicago, for 


partner in/the past six months, has resigned 


to join Montgomery Ward & Co., 
Chicago, to handle customer an- 
alysis. 


NATA Adds Member 


Philbin, Wrangel & Coine, Jack- 
sonville, Fla., has been accepted for 
membership in the National Asso- 
ciation of Transportation Adver- 
tising. 
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Pages Lines Pages Lines | Pages Lines Pages "hha 
GENERAL Movie Stety (F)...6.x.65. 41.4 17,781 81.6 i.08 
*Ace Fiction Group...... 6.9 547 11.1 2,488 romewiee i ae, 20.8 8,924 12.2 ane 
Actual Detective .......... 4.6 3,117 3.3 2,232 | Parents’ (N. Y. Metro Ed.). 52.4 22,480 50.23 pe 
es eee eee eee 65.3 28,008 34.8 14,910 | ;Parents’ (National)....... 49.1 21,068 46.7 : ra 
*American Forests ........ 25.6 10,752 7.3 3,080 |*Personal Romances....... 18.4 7,900 8.9 ~~ 
American Home .......... 44.2 27,947 34.7 21,897 | Photoplay-Movie Mirror _ 
American Legion ......... 25.8 11,055 8.9 3,826 Ak A en 41.8 17,928 37.1 99 
Asia and the Americas.... 3.1 1,346 1.3 566| Promenade ............... 22.6 9,685 20.9  c'ae 
Better Homes & Gardens.. 65.2 41,206 52.3 33,074 Radio Mirror (Mac)....... 34.6 14,827 29.9 oa 
 , & Bae 9.6 6,531 10.6 7,207 | Romantic Story (F)....... 38.9 16,693 25.4 10 Gac 
«Yt AS 4.8 2,059 5.7 2,432|*Screen Guide ............ 20.7 14,047 18.5 0's, 
Christian Herald ......... 18.5 7,923 14.9 6,376) Screenland Unit .......... 24.9 10,663 243 10°44; 
SE ee 2.3 1,545 2.8 1,882 | Screen Romances (MM).... 39.1 16,791 33.4 Te 
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*Dell Detective Group..... 12.9 5,534 = 14.5 6,240 | True Confessions (F)...... 42.6 18,276 28.4 11/99. 
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Esquire (National) . a 65.2 43,796 44.6 29,954 Ee ee eee 37.7 16,179 31.5 13,496 
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Fawcett Men’s Group...... 7.8 3,367 5.8 2,420| True Story 50.1 21,503 37.7 16.15 
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*Grade Teacher, The....... 9.1 4,033 13.1 1,774 | Woman's Home Companion 62.7 42,642 51.9 35.35 
*Guide Detective Unit..... 4.6 3,124 3.3 2,221 Rr cs 
*Hillman Detective Group. 10.7 4,592 9.0 3,880 Total Group ..... -+++1,594.5 800,663.1,357.8 684.699 
House Beautiful .......... 55.9 35,333 60.3 38,093 STANDARD 
House & Garden........... 43.7 27,600 46.7 29,508) American Mercury ........ 6.9 1,267 13.3 2,425 
*Improvement Era ........ 11.3 4,862 20.5 8,794 | Atlantic Monthly 49.2 20,685 19.5 4,634 
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*Motor Boating alae iat a 2 59.5 25,515 41.3 17,730 OUTDOOR 
National Geographic....... 35.8 8,512 24.3 5,779 | American Rifleman ....... 26.0 11,154 25.1 10,767 
Nation’s Business ......... 65.3 27,429 41.0 17,620 | Field & Stream............ 37.2 15,959 34.2 14,66) 
*Nature Magazine ...... 5.5 2,344 7.0 2,988 | Fur-Fish-Game ........... 13.2 5,656 14.5 6,217 
Open Road for Boys....... 10.7 4,585 6.4 2,754 | Hunting & Fishing........ 15.6 6,674 14.1 6,036 
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*Popular Publications..... 10.5 2,364 14.8 Re LU, okie sa wiw sues 17.1 7,356 y ae bs 
Popular Science .......... 72.8 16,307 52.7 11,809 | tOutdooorsman ........... ida -.daeas 15.8 6,761 
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*Street & Smith Fiction *American Weekly ........ 37.6 71,656 21.2 40,44 
PP er ee aa ae 7.8 1,764 10.8 2,426 | Business Week ........... 278.9 119,686 180.4 77,40 
re ia bb aden 32.8 13,784 27.5 11,833 | *Christian Advocate ....... 19.3 8,104 19.3 8,088 
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THRO WOtectiVe 66s ciccscee 8.9 3,814 6.5 I cc ct. tS ss ed be ee bS 40.0 17,170 19.0 8,15 
Woodmen of the World.... 2.8 1,223 1.6 3. re eres se 13.9 12,374 11.8 11,36 
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*American Girl 7.0 2,987 5.7 2,462|*New York Times......... 51.5 51,532 38.3 38,354 
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a ee 36.3 15,579 31.9 Pt et cacehaee essen dasen needs 5.7 3,910 3.6 2,431 
Good Housekeeping....... 108.2 46,435 85.7 36,763 | Saturday Evening Post.... 232.1 157,864 199.3 135,51 
Harper’s Bazaar .......... 73.4 49,327 72.4 CU FT PUNO «cn cece ecdccseee 26.3 11,280 20.3 8,71 
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Pe teers eemense wet 14.9 10,152 14.6 9,893 |4*United States News...... 201.9 86,608 77.3 33,153 
Ladies’ Home Journal..... 96.6 65,690 77.9 52,981 
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Modern Romances (MM)... 39.5 16,946 33.1 14,197 *Figures furnished by publishers. 
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Meétion Picture ........... 41.6 17,869 31.4 13,176 11943 summer issue, 1942 May issue. 
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*Movie Radio Guide....... 12.0 8,188 12.3 8,341 *‘Hollywood is combined with Motion Picture. 
*Movie Stars Parade,...... 20.5 8,797 13.1 5,599 ‘Five issues, 1943; four issues, 1942. 


Hump Hairpin Appoints; 
Plans New Campaign 


Hump Hairpin Mfg. Company, 
Chicago, has appointed Schwimmer 
& Scott as agency and, starting with 
August issues, will run a series of 
color advertisements in magazines 
and business publications. 

The copy, featuring Hold-Bob bob 
pins, is designed to maintain the 


market for this product for the post- 
war era since the company has 
practically no merchandise to sell 


DePue to Headley-Reed 


George DePue Jr., formerly na- 
tional sales manager of Siatior 
WSAN, Allentown, Pa., has joined 
the sales staff of Headley-Reed 
Company, New York, radio station 
representative. 
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ahsalutely phenomenal! 


) \ FE. ARE accustomed to have advertisers say they got 
results from ADVERTISING AGE. With its remarkable 


penetration of advertising organizations from coast to coast, 


and with an intense readership which includes advertising 
as well as text, the National Newspaper of Marketing 
constantly justifies its position of leadership in the adver- 
tising field. 


But when an advertiser says, ‘“The results were abso- 
lutely phenomenal,” as Julien J. Proskauer, president of 
Wm. C. Popper & Co., does in his letter reproduced in 
this advertisement, even the most hardened reader of testi- 
monials from AA advertisers has to take a second look. 


Mr. Proskauer’s company produces premium material in 
the form of publications which can be used to promote any 
kind of business. It introduces new offerings with adver- 
tising, which must of course produce direct results to 
justify itself. The Popper company is interested in build- 
ing background and acceptance, as other advertisers are, 
but it is also directly concerned with getting live inquiries 
which can be converted into orders. That's what it got 


fom ADVERTISING AGE. 


lis advertising “brought us returns from the finest corpo- 
rations in the country and the best newspapers,” Mr. 
Proskauer says, “and the results were so encouraging that 


ADVERTISING AGE will be put on our ‘must’ list. 


“If | had time to dig the names out of the files of those 
who bought, specifically mentioning they saw the ad in 


ADVERTISING AGE, you would think it was the Blue 
Book.” 


Many users of space in ADVERTISING AGE are not 
looking for direct inquiries like Wm. C. Popper & Co. 
But with a publication powerful enough to move readers to 


_.  Kesults were 


Wa. C. POPPER & Co 
“Pabliahers Since 183" , 
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Cordial ly yours 


JIP/or 


IEN 6. 
President, 


SKAUER, 


action, as ADVERTISING AGE is doing for this and 


many other accounts which must have direct returns to 
justify their use of space, you don't have to hire Daniel 
Starch to find out that your advertising is being read! 


Advertising Age 
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Villages Assume 


New Importance in 
FWA Traffic Study 


Washington D. C., May 11.—If | 


anyone doubts that the hamlet has 
assumed new marketing importance, 
he has only to scan the latest report 
of the Public Roads Administration 
of the Federal Works Agency. 

Traffic on rural roads in the 
rationed eastern area declined 48% 
in March from the corresponding 
month in 1941, and in the remainder 
of the country the reduction was 
37%. 

Based on traffic counts at more 
than 500 points in 42 states, the 
latest report shows an interesting 
trend in traffic reduction: 

Traffic in February was off 52% 
in the East and 35% elsewhere, 
compared with the same month in 
1941. 

The 37% reduction in “western” 
areas in March compares with de- 
creases of 27% in July, 1942, 20% 
in August and September, and 24% 
in October before rationing began. 

The 48% decrease in the East in 
March compares with 52% last De- 
cember and 55% in January, and 
around 41% for each of the fall 
months of 1942. 

Incidentally, the civilian motorist 


isn’t the only one who’s feeling the | 


bite of mileage reduction. March 


motor fuel 
states totaled $23,621,000 or 28% | 
less than in March, 1941. 
cline in the eastern rationed area | 
was 40%, in the rest of the| 
| country 22%. 


tax collections 


and 


Max 
manager 


Hochman, 
and 


formerly 
account 


in 29 
The de-| 


sales 


Named New Ad Manager 


executive | 


with Timely Service, New York, has | 
and | 
sales manager of Arrow Decorating 
& Fixture Company, Philadelphia. | 


been appointed § advertising 


WJLS Joins CBS Web 


Station WJLS, Beckley, 


| 


W. Va.,| 


has become affiliated with the CBS) 
network as a member of the basic | 


supplementary group. 


Advertisers 


will not be required to add WJLS 
to earn the full-network discount. 


Boyan Succeeds Miller 


Joseph Boyan 


has been named 
executive art director in the 


New 


York office of Meyer Both Company, 
succeeding Gilbert Miller, who has 


joined the Army. 


Boone Joins KMOX 


Arnold C. Boone, formerly with 


Stations KWK, St. 
WCKY, Cincinnati, 


Louis, 
has joined the 


*and- 


sales staff of Station KMOX, St. 


| Louis. 


Okay, so you’ve been to 
the Stork Club eee but 


i i i 


Okay, you've been around 
plenty. You've done all the spots. 
You know New York. But how 
much do you really know about 
THE PEOPLE? 

I know quite a few ad men 
(otherwise smart guys) who make 
one big mistake when they're 
laying out the battle plans for 
this town, They must know— 
but they forget—that one of the 
biggest single necessities in the 
life of the average New Yorker 
is... give up?... the subways! 


OOOO POPP POOP PPP POPP PPP POPPED PPP PPP PDP DDD OOD OO VV VV eeeeeeeeeeeeeeeremrrrr 


The people get around on the 
subways. They go places, long 
distances ... and then they go 
back home again. Nearly six 
million different people ride 
on the subways every single 
month! And they ride an aver- 
age of 26 times a month! That, 
brother. is a lot of people doing 
a lot of riding. 

Just one or two more juicy 
statistics, now, and I'll lay off. 
The majority of subway riders 
are adults—over 20—54.4% 
men, 45.6° women. Over a mil- 
lion housewives every month! 
The average trip takes 232 min- 
utes and that’s a long time to be 
locked in nearly every day. 

Okay—so what does all that 
add up to? It adds up to this: The 
subways are proving themselves 
to be the most potent medium 
in New York for reaching and 
sparking the people of New York. 


But what do a lot of my ad men 
friends do? (Smart guys, too, as 


do you really know 
this about New York? 


I said.) They still regard the sub- 
ways as the last medium to con- 
sider instead of the first . . . some- 
thing to support the other stuff. 
And unless all the reams of evi- 
dence to the contrary are cock- 
eyed—that’s not the sound way 
to do it. Just hang on for a minute 
more, will you? 

A subway card is decidedly 
NOT the same thing as an out- 
door poster. Why? Because the 
average subway rider has 23 
minutes to be attracted by your 
story and to read it. You can 
pack a lot of copy into a subway 
card—and get it read. One of 
the record-breakers recently 
had 250 words on it! 

The “‘editorialization” of the 
subway cards, and the genuine 
legitimate fan mail we've re- 
ceived to prove that it works, is 
one of the really standout stories 
in the department of stepping up 
advertising effectiveness. The 
readership of those editorial 
cards really carries over and gets 
the customers to give you a real 
hearing. 

Let us give you the full story 
on subway advertising, won't 
you? Some quick “Roper facts” 
and a quick review of some re- 
histories will really 
open your eyes. 


shactrely. 
Leg ac! 


cent case 


Copyright, 1945, New York Subways Advertising Co., Inc., 630 Fifth Avenue, New York City 
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Getting Personal 


WOR’s Claire Wilson recently interviewed advertising’s “man of 
the year,” Chet La Roche, who spoke on rationing and advertising in 
wartime. He had to get up early to make it. . . 

Treating compound fractures, concussions, hemorrhages and such, 
holds no terrors for Mary Andrews, asst. acct. exec. with Ruthrauff & 
Ryan, who is a full-fledged nurse’s aide. And so are Nancy Whipple, 
Peggy Ames and Lois Kaiser, who spend three nights a week at a hos- 
pital doing their bit... Twenty-four hrs. after receiving her commis- 
sion as a lieutenant in the Waac, Marjorie Walsh, daughter of Newell- 
Emmett partner Fred Walsh, reported to her assigned post... 

And a recent addition to the Newell-Emmett publicity dept. is Janet 
Newkirk, sister of intrepid “Scarsdale Jack’? Newkirk, who died in 


TURNS OVER THE KEYS 


After more than 30 years at the helm of Ralph H. Jones Co., Cincinnati agency, 
Ralph H. Jones has announced his retirement and the election of Charles M 


Robertson Jr., 
manager. 


as president, and Stanley A. Willer as vice-president and general 
Mr. Jones is shown here in the symbolic gesture of turning over the 
keys to the business to the new chief executive. 


action after downing over two dozen Jap Zeros. . . His “good will” 
swing around the country had to be canceled by Mutual’s president 
Miller McClintock, who was suddenly stricken by. an attack of bron- 
chial pneumonia, following the NAB meeting in Chicago. He’s com- 
ing along so well that he was able to return to New York last week... 

Sally Magowan acted as maid of honor at the nuptials of her twin 
sister Joslyn to Luther E. Birdzell Jr. The twins are daughters of 
David Magowan, v.p. and ad director of Western Newspaper Union. . . 

Capt. Forrest U. Webster, who left MacManus, John & Adams for 
the Army more than a year ago, has been named adjutant of the Fort 
Wayne ordnance depot, Detroit. . . Morris E. Jacobs, partner of Bozell 
& Jacobs, has been appointed chmn. of the public relations and educa- 
tion comm. of the Omaha Civilian Defense Council. . . Chet Billings, 
former a.e. of Menough Advertising Agency, Des Moines, is now infor- 
mational representative for the War Manpower Commission in Iowa. . . 

Commemorating 40 years of service with Scovill Mfg. Co., Bridge- 
port, Conn., Glenn H. Wayne, asst. sales mgr., recently received a dia- 
mond studded lapel pin. . . Gordon Schonfarber, head of the Provi- 
dence agency bearing his name, has been reelected president of the 
Better Business Bureau of that city. Granville Standish Sr., of 
Standish, Inc., was reelected a director. . . 

It’s now Ist Lt. Walter Nilson, of the Army quartermaster corps, 
Boston. The former staffer of WTHT, Hartford, was recently pro- 
moted to the new rank... 

First Lieut. William T. Dewart Jr., publisher of the New York Sun 
before entering the Army as a second lieutenant in April, 1942, has 
been promoted to captain. He has 
been on duty with the public re- 
lations branch of the Second 
Service Command. . . Merrill C. 
Meigs, v.p. of the Hearst Corp., 
introduced Gen. Henry H. Ar- 
nold, principal speaker at the 
3rd annual “I am an American” 
day celebration at Soldier Field, 
Chicago. . . 

Ruth Woodward, secretary to 
Maurice H. Needham, pres. of 
Needham, Louis & Brorby, Chi- 
cago, has left the agency to join 
the Marines. Ann Ginn, 
women’s program dir. of Station 
WTCN, St. Paul-Minneapolis, has 
been appointed state chief of 
household salvage campaigns, 
WPB... 

Edward M. Kirby, who used to 
be public relations dir. of the 
NAB, is a colonel now. He was 
loaned to the Army part time in 
November, 1940; became a full- 
time employee the following Jan- 
uary as a dollar-a-year-man, and 


PEORIA'S CHOICE 


Newly-elected officers of the Peoria Ad- 
vertising and Selling Club are: seated, 
George McNutt, advertising and public 
relations manager of R. G. LeTourneau, 
Inc., president; standing, left to right, 
Wesley C. Heppard, Peoria Spring Co., 


vice-president; Earl MacDonald, Hotel received his commission as lieu- 

Pere Marquette, associate secretary- tenant-colonel in May, 1942. . 

treasurer; and Leonard C. Worley, Pub- Recently graduated from the 

lix Great States Theaters, secretary- Army air forces OCS school at 
treasurer. : 


Miami, Fla., Sidney W. Dean Jr., 

formerly a v.p. at J. Walter 
Thompson Company, New York, is now training for Air Intelligence 
at Harrisburg, Pa. . . 

BBDO’s Mrs. Ruth Barry Page, asst. to Bill Maloney and handling 
publicity and public relations for the “Cavalcade of America” radio 
show, has retired to private life. . . 

James W. Young, senior consultant of the J. Walter Thompson Com- 
pany, was in Chicago last week on his way to his ranch in New Mexico, 
where he spends several months of each year. Besides being an agency 
executive of note, Jim has won a deserved reputation as a producer of 
wool neckties and apples of superior quality. . . 


CBS, WMCA Win 


| 


Citations from 


| 
| 
| 


| 


New Jersey Women 


Newark, N. J., May 12.—The New 
Jersey Women’s Press Club a 


its 
annual awards luncheon here 


last 


|week commended Station WMca 


New York, and the Columbi, 
Broadcasting System for the pres. 
entation of “Woman Power,” de. 
picted as a “pioneer program dra. 
matizing the wartime employmen; 
problem of women.” The show ran 
from May 31, 1942 to Jan. 31, 1943 


Wins Citation 


General Mills, Minneapolis, was 
also cited for “The Lone Ranger” 
program as being “dear to the 
hearts of children, which is worthy 
of every honor.” 

A resolution was passed pledging 
member support “whenever pos- 
sible” to newspaper advertisers, 
“thereby helping to , Preserve the 
freedom of the press.” 


Southard Named V. P. 


Paul E. Southard has been ap- 
pointed vice-president in charge of 
sales for Columbia Recording Cor- 
poration, New York. Mr. Southard. 
who joined the corporation in 1939. 
was previously associated with RCA 
Victor, where he headed the com- 
pany’s record operations. 


“KSO Makes 
Good Record 


in Fruit Sales” 


—Says Harold West 


As head of the O. B. West 
Company, one of Iowa’s large 
distributors of perishable foods, 


Harold West knows the feel 
of radio at work. From his 
experience comes this first 
hand report: 


“During 1942, the United Fruit 
Company sponsored a series of 
programs to help housewives 
plan nutritional menus. Fruit 
is a big item with us—so our 
sales soon showed the benefit 
of these broadcasts over Sta- 
tion KSO 

“We particularly liked the way 
that KSO’s home-economist, 
Helen Watts Schreiber, wove 
information on fruits into he 
daily broadcasts on foods an 
meal-planning. 

“Last fall, KSO also hung up 
a good performance record in 
their broadcasts for the Ame'- 
ican Cranberry Exchané 
drawing hundreds of recip¢ 
requests during a short se- 
sonal campaign .. . and help- 
ing us Iowa distributors show 
a good record in cranberry 
sales.” 
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low Scott Series 
Aimed at Heart 


of Baby Business 


Chester, Pa, May 12.— Scott 
Paper Company, maker of Scottis- 
<ye, is making a bid for its share of 
the rapidly growing baby market 
with full-page advertisements in a 
jong list of women’s magazines 
<janted at mothers-to-be who may 
nave to forego the advantages of 
hospital attention because of seri- 
ously restricted wartime medical 
facilities. 

Second in the series giving gen- 
eral health rules for babies born 
at home has been headlined, “Babies 
Without Hospitals,” and features a 
giveaway booklet titled “Helpful 
Wartime Suggestions on Mother and 
Baby Care.” 

Copy centers around five basic 
rules. One urges expectant moth- 
ers to have supplies ready for an 
emergency if they are unable to get 
to hospitals, while others deal with 
sufficient rest after the baby is born, 
proper food for mother and child, 
guarding against infection and 
establishing a regular schedule. 

Scottissue is played up as an in- 
fection preventive because “in a 
few seconds you can make a mask 
of tissue for emergency use, if the 
kind advised by your physician is 
not on hand. Simply cover the nose 
and mouth with two thicknesses of 
Scottissue and secure with an ordi- 
nary pin at the back of the hair.” 

The following publications are 
being used: Good Housekeeping, 
Ladies’ Home Journal, Life, Mc- 
Call’s, New York Times Magazine, 
Parents’ Magazine and Woman’s 
Home Companion, 

J. Walter Thompson Company, 
New York, handles the account. 


Eastman Promotes Two 


Eastman Kodak Company, Roch- 
ester, N. Y., has promoted L. How- 
ard Bartlett to the post of director 
of advertising, and Waldo B. Potter 
to the position of director of adver- 
tising operations. The appointments 
were made following the resignation 
of Howard H. Imray, advertising 
manager, due to illness. 


HOME BODY 


a 


te eee eee 
ened = za toe 


lhl 


Ste 


Nate eae se temete Facet ane etch Rmanien Peneting ant Beetas Mite mouth Sepene 


Scott Paper Co., Chester, Pa., is tying 
current advertising for Scottissue around 
the theme that many babies will be 
born at home in 1943 due to seriously 
restricted wartime medical facilities. 
The above advertisement headlined, 
“Babies Without Hospitals," is the sec- 
ond in a series currently running in a 
long list of women's magazines. J. Walter 
Thompson Co., New York, is the agency. 


Petersen to Hayhurst 


H. V. Petersen, formerly with 
Stanfield & Blaikie, Montreal, and 
previously with the Montreal office 
of James Fisher Company, has 
joined F. H. Hayhurst Company. He 
will work with both the Montreal 
and Toronto offices of the agency. 


Gets Tool Account 


Canadian Pneumatic Tool Com- 
pany, Montreal, has appointed Stev- 
enson & Scott, Montreal, to handle 
its advertising. Full pages are 
planned for a list of industrial pub- 
lications. 


Plans Canadian Meeting 


The Audit Bureau of Circulations 
will hold a meeting at the Mount 
Royal Hotel, Montreal, June 25 
and 26. 
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Key Mail Number 
Set-up Moving 


Into Operation 


New York, May 13.—As Post- 
master Albert Goldman of New 
York followed up last week’s 
instructions from the Postmaster 
General’s office to assign key num- 
bers to substations in 178 leading 
cities, publishers and advertisers 
expressed sympathy with and ap- 
proval of the move, but pointed out 
that it may take as long as five 
years to make the key number sys- 
tem completely operative on a na- 
tional scale. 

New York mail should hereafter 
be addressed to the appropriate 
number, from 1 to 35, for substa- 
tions in Manhattan and from 51 to 
67 for others in the Bronx and Pel- 
ham. The number of the appro- 
priate substation is to be included 
after the city name in the address, 
such as “New York City 1,” or 
“Philadelphia 6,” as the case may be. 


Zone Other Cities 


Similar designations are being 
issued by postmasters in other large 
cities. In Washington, for example, 
20 zones have been designated, and 
newspapers there have already car- 
ried maps indicating sections in- 
cluded in each zone. 

Ultimately, all mailing addresses, 
including all direct mail stencils 
and all magazine, newspaper and 


periodical stencils going into bigger 
cities will have to be revised to in- 
clude the new substation designa- 
tions. The post office, harassed by 
floods of mail and an assortment of 
green employes, hopes that as much 
mail as possible will be addressed 
to substation designations quickly, 
but it recognizes the size of the 
problem and has no intention of 
forcing hasty compliance with the 
new regulation. 


SF Adclub Selects 
New Officers 


Wilmot P. Rogers, advertising 
manager of California Packing Cor- 
poration, San Francisco, and chair- 
man of the nominating committee of 
the San Francisco Advertising Club 
has announced the following nomi- 
nees for officers and directors of 
the club: 

Wm. F. Fielder, Fielder, Sorensen 
& Davis, president; Robert Willson, 
manager, California Chain Stores 
Association, vice-president; Miss 
Lurline Henson, Pacific West Hotels, 
secretary; and Herbert H. Kirsch- 
ner, Kirschner & Co., treasurer. 


To Leon Livingston 

Bettie Brasie, formerly with the 
advertising department of The 
White House, San Francisco depart- 
ment store, has joined the copy staff 
of Leon Livingston Advertising 
Agency, San Francisco. 


43 
Buchanan & Co. 
Adds Lee Roberts 
Lee Roberts, f ormerly with 


Campbell-Ewald Company, Detroit, 
has joined the Los Angeles office of 
Buchanan & Co. as copy director. 
He succeeds C. W. Tarr, who re- 
cently was made copy chief of the 
agency’s San Francisco office. 


Kimball to Transfer 


John R. Kimball, with Williams, 
Lawrence & Cresmer Company in 
San Francisco for the past 10 years, 
will be transferred to the Chicago 
office of the newspaper representa- 
tive June 1. Mr. Kimball is presi- 
dent of the Newspaper Representa- 
tives Association of San Francisco. 
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rate number 1 for “outstanding entet- 


tainment in music.” And " advertisers 


tell us that KPO is tops in coverage 
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Get the facts...and you'll buy 
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cares New owt. RCA Salutes see 


president of Standard Stations, Inc., 
has been appointed general. sales 


ceeding E. J. McClanahan, whe has 


_—— RU 


export advertising during the me 
Renew Trade Pact, year than ever before. It © qm: 


advertisers to continue using oa 


vy ’ Stabilize Money, Internal Revenue officials alloy, = 
rat =| A dvarticare | [i = able opens ea 
of California, San "Sesmsinen, aa ve isers in to the Citizens of Peoria Wynne Suggests 6 eS recently can- 


vassed large industrial concern; 


3  kaieiapaseeenents Cee Chicago, May 11.—Renewal of the | recommended that they spend | 1p to 
become general manager of market- Bate B=: 58S 3 ‘= |reciprocal trade agreements pact,| $50,000 in “borderline” fore; gn 
ing, with jurisdiction over domestic ld er y €po peremees.. | F°SEREE =: ~-». | world monetary stabilization andj countries where the United State, 
operations and sales. C. T. Furrer ae | SS Bee “> <:= | reorganization of some government | must fight Axis attempts to Win 
replaces Mr. Cuyler as president of ° . pecoeersem | Fires ; |agencies were recommended by C. | trade control. 1 
Standard Stations. 29 ey Increase in [ =SLEH o M. wren omy — pet on : a bg os — or Commit. 

- \ ceapand eas Industries, Inc., here last ni ee for Economic Developme: 
Taxes Holds Net =a : : : omy 


Earnings Down pavers Ee 
New York, May 12.—In wartime| 2": & Se nvutie 
as well as in peacetime, advertising| -:~- -- =—""" 

sponsors continue to be keystones of | <i. = 

the American system of broadcast-| ex wee “OS 
ing, David L. Sarnoff, president, 2 
told the 24th annual stockholders’ 
meeting here last week in reporting 
on Radio Corporation of America’s 
first quarter of 1943. 


rs 


declared Mr. Sarnoff, “for they are| this full-page newspaper copy to re 


” 


war. 


are the best informed in the world,| for the company's Annual Report 
he said. 1942. 


/ 7" RG. LeTOURNEAU, Inc, - . 
4. wets We — re Ts the peacetime era. And after this 


as three cardinal points in expand- | being the foremost group now plan. 
ing postwar export trade. ning for the postwar period. The 
Mr. Wynne, who spoke before the | speaker, who has been engaged jy, 
May dinner meeting of the Chi-| export work for the past 25 year, 
cago Industrial Advertisers Associa- | is serving as a member of the CED, 
tion, said that while opinion is di- | Committee for reconstruction of for. 
vided on the question of postwar | eign trade. 
planning now, he does not subscribe 


ahick Ghetiids ot cea be Weekly Publishers 
conflict, he added, he believes the|F ind Bankhead Bill 


United States “won’t lose the peace 


“To them a salute is in order,”| R. G. LeTourneay, Inc., Peoria, Ill., used | this time.” to Their Liking 


port Renewal of the trade agreements, 


carrying on with splendid programs | to home towners on its business accom- which will expire next month un- New _ York, May 13.— Bigger 
to entertain the people of this| plishments, participation in community less Congress intervenes, were | advertising interests may oppose 
country amid the tiring tasks of| affairs and its place in the city's future. termed a “must” by the speaker. the Bankhead bill, which woulg 
Because of a free press and| Copy invites readers interested in more | He urged all interested parties to é 
a free radio the American people| detailed information to send the coupon | Prevail upon their Congressmen to | other government agencies, to spend 


authorize the Treasury, and perhap; 


for | renew the pact, adding that he be- | $25,000,000 or $30,000,000 for news. 
lieved action would be favorable | paper advertising—at least half of 


. 


Postwar Outlook 


ing opportunities for American en- | previous year. 
erpri Mr. Sarnoff reported. Re- 
terprise, Mr rnoff reported Macy Sets Record 


search and invention, the lessons 
An example of D and W'S | jared in the war, and the accumu-| Sales of R. H. Macy & Co. 


age of Shipping—Handling | -24i.’ for its new role in a world 055, largest in the company’s 
Warehousing —Distribution | that has been made smaller by avia-|tory. Net profit for the 12 mo 


Saale th lik d|. “In the interest of the nation and | 457, compared with $2,781,426 
tape. "Yau'd never believe thet this| its welfare, we must not lose sight| the preceding 12 months. 
product would play such an important | Of the part radio will play in the; Abbott Laboratories — For 
part in modern shipping. Yet it's such future,” declared Mr. Sarnoff.|quarter ended March 31, 1943, 


fit to run a complete article on the promises to electronize the indus-| 1942, $524,249. 


: : * The company has formed a postwar 
available . . . in a recent issue. planning committee, resolved to|ter, $1,309,475. 


ANYTHING about moving, storing, | first quarter of 1943 was $2,595,000, | ter, $1 149,944. 

shipping, or distribution. You may be| Compared with $2,667,000 for the; American Safety Razor—For 
sure that if it helps traffic men move | Same period in 1942, a decrease of quarter ended March 31, 1943, 
things faster... store things safer... $72,000, or 3%, he reported. Con- earnings $236,752; for like 
it's NEWS .. . it's IMPORTANT . . .| Solidated gross income for the first quarter $152,010. 


rolls or seals or lifts great loads . . .| STANDARD BRANDS TO SPEND | $1,237,035. 


it... want to put it to work where 


And if you're laying post-war plans the future for advertising,” James| Boeing Airplane Co.—Net e 
the pace for future high speed trans- Brands, told stockholders in the cor- | 1942, $5,237,624; for 1941, $6,113 


story to D and W readers. They're been underspending on that item | $4,199,197. 


ended March 31, 1943 totaled|jng 12 month period $7,581,155. 
$2,483,047 compared with $1,489,- 


FILM EARNINGS SOAR TOSS 1O. 


100 East 42nd St. New York, N. Y. 


| offices, swelling profits of 20th Cen- | $391,138. 
tury-Fox Film Corporation and its} Curtis Publishing—For the q 


Roxy Theater, Inc.) to the tune of|come $602,459; for the like 
$10,609,784 for 1942, over twice the| quarter, net loss $149,559. 


: ; $5.30 a common share, compared 
Postwar radio promises outstand- | with $2.03 a common share for the 


tion and by radio itself, he said. ended Jan. 30, last, totaled $3,016,- obstacle to a healthy foreign trade. 


A few months hence it may be Giant| maintain RCA and radio “first in American Radiator—For the quar- 


thleh I—_F 
D and W readers want to know about| MORE ON ADVERTISING Pm March 7 iia ont oan 


Wee New York, May 11.—“We must) $6,228,693; for like 1942 quarter THE GR A 

it will do most good . . . NOW! expect to spend more, not less, in | $6,140,688. E TEST SELLING POWER 
for a product or service that will set|S. Adams, president of Standard|ings for the year ended Dec. 
portation (and that covers anything poration’s quarterly report. Coca-Cola Co.—For the quarter 


from Air T rts to Super Trailers| A study of advertising expenses | ended March 31, 1943, net earnings 
rot tittle Track Casters). tell your |indicates that Standard Brands has| $4,125,621; for ‘like 1942 quarter 


the men who are getting things mov- | Compared with its competitors, Mr.| Continental Can—For the 12 
ing now... will keep things moving Adams declared. months ended March 31, 1943, net 
faster . . . tomorrow. Net earnings for the quarter |earnings $5,041,180; for the preced- 


; Continental Oil—For the quarter 

A Chilton 979 for the comparable quarter in|ended March 31, 1943, net earnings 

Publication 1942. $3,335,475; for like 1942 quarter 

Pa Inc.—For the quarter ended 
: New York, May 11.—Gas and oil| March 31, 1943, net income $234,- 

The PROGRESSIVE Magazine) tioning, tire shortages, dimouts|001; for like 1942 quarter $238,605. 


of [SHIPPING — HANDLING —WARE- | and transportation bottlenecks sent| Crosley Corp.—For the quarter 
| HOUSING andIDISTRIBUTION amusement-hungry Americans in|ended March 31, 1943, net income 


droves to the nation’s theatrical box | $1,125,229; for like 1942 quarter 50,000 WATTS CLEAR CHANNEL 


wholly-owned subsidiaries (except|ter ended March 31, 1943, net in- 


the Nat’ present owen: 
| Previous year. year ended Dec. 31, 1942, net profit I Re atives: The Katz Agency, Inc. 


but that it was not certain. Con-|it to go into non-dailies—but weekly 
cerning a sound money, Mr. Wynne| newspaper publishers are strongly 
continued, the U. S. can use its sur-|in favor of the bill, a survey con- 
plus gold profitably only if it uses|ducted by American Press Associa. 
it to bolster currencies of other|tion reveals. 

nations. He forecast probable an- A total of 91.3% of the weekly 
and nouncement soon of an international | publishers believe the government 


- bank plan now under consideration, | should t 1 
ting cover-| lated demand caused by obsoles- | affiliated stores for the year ended . »| Should pay at least part of the cost 
broader marketing cence, all will be released to re-cast | Jan. 30, 1943, amounted to $161,326,- | Which he said would make “sensa-|of war advertising, the survey re- 


his- | #onal news.” The money question, 


led Sug mw f 
athe he added, is and has been the No. 1 vealed, thus indicating that the 


potent political support of the week- 
lies will be almost solidly behing 
for Asks Streamlined Setup the Bankhead bill. 


With both the State and Com- Can’t Donate Space 
the | merce Departments now involved in While a f kl sat 
net | export trade affairs, Mr. Wynne ex- © 2 few weekly publishers 


a vital little item that D and W saw “When peace shall have come, radio | profit $685,367; for like quarter in pressed belief that more might be expressed concern over the meas- 


accomplished by a new, streamlined | U"@, Most indicated that this con- 


Sesture, devel + and many | ‘ries of peace as it has electronized American Viscose—For the quar-| setup designed expressly to promote | C&™™ Was greatly tempered by their 
iagidion | ae onten none instruments and industries of war.” | ter ended March 31, 1943, net earn-| international commerce. P fear that they would cease to exist 
ings $1,461,399; for like 1942 quar-| Asked whether product promotion | @5 Publishers unless something were 


in the foreign field is wise now, or done to alleviate their plight. Even 
should be held back until later, Mr. | if they can weather the storm, they 


Loaders . . . or refrigeration . . . or | peace.” |ter ended March 31, 1943, net earn-| Wynne said that “with our own|S@y, they certainly will be unable 
women workers in warehouses .. . or Net profit, after taxes, for the ings $1,182,492; for like 1942 quar- 


manufacturers, we do not recom-|to donate space to government-pro- 
mend that they be extravagant.|moted drives. 

the| Reminder copy and brand protec-| A fairly substantial number of 
net| tion are in order. When they can’t | respondents to the survey suggested 
1942 | supply goods, a reasonable program|that the government bear half the 


is the sensible thing.” cost of war advertising, with the 
it's READ... in D and W. pet Z ag her aa vr ry 2 grat Atlantic Refining—For the quarter He pointed out that the govern-| remainder to come from local athe 
lf YOU have a product that will Soot Guenter of 1942. . ended March 31, 1943, net earnings|ment has shown more interest in |sorship. 
break bottlenecks in traffic .. . if it $1,333,584; for like 1942 quarter 


arn- 


“i: IN THE SOUTH’S GREATEST CITY 


NEW ORLEANS 


uar- 


1942 CBS Affiliate 


net earnings of $4,921,926 for the Easy Washing Machine—For 
| This is equal to a 1942 dividend of | $256,681; for 1941 $377,125. 
~ 4 The Famous 
. : “TANK KILLER" that 
Stopped Rommel Was 
THE Built in Schenectady 
GAZETTE 
Bs IN » al 
CIRCULATION ie = 
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ALL : — 
DIVISIONS = 
of . = Schenectady 
ADVERTISING 6 7 ~~ Gazette 
Belongs on 
aa Modern Women Prefer the MORNING Newspaper Your "A" List 


SCHENECTADY 


and THE GAZETTE Do Things in a Big Way 


In total advertising the Gazette led the second Schenectady 
newspaper by 227,751 lines in the first quarter of 1943. In 
all divisions — retail advertising, general, automotive, 
financial, total display and classified—the Gazette has a sub- 
stantial lead. 
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Canada Publishers 
Streamline Name, 
Adopt New Program 


Toronto, May 12.—Adoption of a 
new wartime program and stream- 
lining of its official name high- 
jighted the 24th annual meeting 
nere today of the Canadian Na- 
tional Newspapers and Periodicals 
Association. 

Henceforth, instead of the 
CNNPA, the group will be known as 
t he _ Periodical 
Press Association 
of Canada. Hor- 
ace T. Hunter, 
president, Mac- 
Lean Publishing 
Company, Ltd., 
Toronto, was 
elected president. 

The _ periodical 
publishers adopt- 
ed a program de- 
signed to: (1) 
develop ideas 
and initiative for 

the more efficient 

Horace T. Hunter sreseention @ 
the war; (2) develop and encour- 
age postwar planning which will be 
of practical use to businessmen and 
women of Canada; and (3) encour- 
age in all publications the placing 
of Canadian interests and general 
prosperity ahead of any sectional 
interest. 

Publishers representing almost 
100 magazines, business, agricul- 
tural, industrial, financial and man- 
agement newspapers reaching more 
than 2,000,000 subscribers attended 
the meeting. 


Defends Free Enterprise 


An appeal to safeguard the fu- 
ture by fighting for the free enter- 
prise system featured Mr. Hunter’s 
address as he took over the presi- 
dency from E. R. Milling, general 
manager, Consolidated Press, To- 
ronto, who had served two consecu- 
tive terms. 

Declaring that the tremendous in- 
dustrial developments of this war 
will continue to a far greater ex- 
tent than they did after the first 
war, Mr. Hunter told the publish- 


ers that it was up to them to pre-| 


pare the way for the postwar era. 

“We on this continent are headed 
for an unparalleled industrial age,” 
he said. “To give just a few in- 
stances, we will be using 100 oc- 
tane gasoline in our motor cars, 


engines and performance. We are 
arranging within a period of two 
years to produce one million tons 
of rubber yearly—as high a rate of 
production as it has taken us to 
develop in a century before the 
war. Compared with 1939 we are 
going to have seven times our 


the magnesium output. 

“In these developments, and 
many more equally important, lie 
much of the success of our future. 
Supported by our free enterprise 
system, they are our great hope of 
achieving an age of sound pros- 
perity. 
hope become a reality is a sound 
Sasis of operation. We must re- 
lain the incentive principle. This 


ss 


which will mean radically different | 


aluminum production, and 100 times | 


“What is needed to make this) 


will not only bring big rewards | 


|to the most capable and energetic, 
but will also bring general pros- 
| perity and a higher standard of liv- 
|ing to the mass of the people. 

“The key—and the only key—is 
free enterprise, which must be 
given an untramelled chance to 
make the most of our industrial, 
scientific, social and health de- 
velopments. And free enterprise, 
to be practical, must have the co- 
operation of both government and 
labor.” 

Mr. Milling was named treas- 
urer; K. D. Ewart, Winnipeg; A. S. 
Christie, Montreal; W. C. Stovel, 
Toronto, and E. G. Salmond, To- 
ronto, vice-presidents; and I. D. 
Carson, Toronto, executive vice- 
_president and secretary. The four 
_vice-presidents represent the asso- 
|ciation’s affiliated organizations as 
|follows: Mr. Ewart, the Agricul- 
|tural Press Association; Mr. Chris- 
| tie, the Business Newspapers As- 
sociation; Mr. Stovel, the Magazine 
Publishers Association, and Mr. 
| Salmond, the financial and manage- 
|ment newspapers group. 


Pittsburgh Host 
to Affiliation 


Pittsburgh, May 13.—The second 
annual war conference and district 
regional meeting of the Interna- 
tional Affiliation of Sales and Ad- 
vertising Clubs—a one day affair— 
will be held at Hotel Roosevelt here 
May 18. 

Participating clubs include Erie, 
Cleveland, Buffalo, Jamestown, 
Greensburg, Johnstown, Rochester, 
Syracuse and Youngstown, with 
Pittsburgh as the host club. 
| Barry Farris, editor-in-chief of 
International News Service, will be | 
the luncheon speaker. Speakers | 
| during the afternoon session will in- | 
clude Willard Chevalier, publisher | 
| of Business Week; J. Roger Fisher, | 
|publicity director, Joseph Horne | 
| Company, Pittsburgh; Edwin L. An- 
|drew, account executive, Fuller & 
| Smith & Ross, Cleveland; M. C. 
|Conick, of Main & Co., Pittsburgh; 
| Paul G. Bolton of the Office of De-| 
fence Transportation, Washington; | 
}and Earl Pearson, general manage) 


| of the AFA. 


Chicago Underwriters | 
Launch New Campaign 


The Chicago Board of Under-| 
writers, comprising 201 capital stock | 
fire insurance companies, as well as 
agents and brokers in the Chicago} 
area, last week started the first ex- 
tensive advertising and promotion 
campaign in its 94-year history. 

“For Distinctive Service,” cam-| 
paign theme, is the title of a bro- 
chure tracing the history of fire pro- 
'tection which is being distributed 
through bookstores and direct to the | 
|public. The title also is used for a| 
|weekly radio program over WGN) 
|Thursday nights, citing national 
jleaders for distinctive service in| 


'various fields. The value of fire} 
|prevention work will be told| 
graphically in a series of 420-line 
|institutional advertisements in Chi- 
cago newspapers, appearing about | 
every 10 days. Reprints of the copy | 
‘and the brochure will be mailed to | 
all policyholders, and members will | 
be supplied with copies of the cam- | 
paign material, identifying emblems | 
and a variety of business helps. The | 
|Cunningham Company, Chicago, 
handles the account. 


Mactadden Offers 
5,000,000 ABC 
in Newest Unit 


New York, May 13.—Because of 


the 


Demands Ouster : 
of Rep. Cox as 
FCC Inquisitor 


(Continued from Page 1) 
ever for any services rendered or 


increasing importance of the 


wage-earner market now and in the| to be rendered to any person either 
postwar period, Macfadden Publi-|pby himself or another in relation 
cations has developed a new combi-/|to any proceeding... or other 


nation embracing True Story and | matter or thing in which the United | Cox committee—as do all legislative 


the 


Macfadden Women’s Group,| States is a party or directly or in- 


under which more than 5,000,000 | directly interested before any de- 
ABC circulation may be purchased! partment, Courtmarshal, bureau, 
with one order and one plate. The) officer, or any civil military or 
new unit is described as “The Mac-| naval commission whatever” shall 


fadden Millions.” 


be fined not more than $10,000 and 


A special presentation has been| imprisoned for not more than two 
developed around the “Macfadden | years, and is thereafter barred from 
Millions” story and is now being| holding a government office. 


shown to industrialists throughout 


Commissioner Durr’s letter went 


the country. Since industry must| 0" to point out that Representative 
combine after the war to sell more|C0X had been an ardent supporter 
goods than ever before, and since|°f the commission until the WALB 
this volume of goods can be sold| a8¢ came up oe re Sg 
only to the masses of wage earners, | G@Y5 _ ater e investigation © 


|Macfadden has packaged a product 


WALB’s ownership began, he asked 


, .- | for a Congressional investigation of 
to deliver the greatest possible cir- : , : : 
culation to the groups that must be FCC and his resolution died in 


penetrated, the presentation says. 
Each unit of the combination is still 
available separately, as in the past. 


Rumford Names Hackett 


committee. This year, when FCC 
again began to investigate WALB, 
Rep. Cox introduced another reso- 
lution asking an investigation. 
Besides the petition and his sup- 
porting history of the case, Mr. Durr 


Robert T. Hackett has been ap-|—in an open letter to the Congress- 
pointed sales manager of the Rich-|men comprising the investigating 
mond, Va., district of Rumford| committee—charged that hearings 


‘at which only Mr. Cox was pres- 
ent, and that these hearings were 
| conducted behind closed doors and 
/no transcripts were kept. 
| Mr. Durr concluded by saying 
that he is unwilling to testify be- 
fore the committee until the House 
|indicates that the committee shall 
|continue its investigation. 
This procedure, evidence of the 
|struggle between Congress and 
| bureaus, may set a precedent. The 


committees—has the right of sub- 
poena and has been exercising it. 
But Mr. Durr, petitioning as “a 
citizen of the United States and a 
duly qualified member of the Fed- 
eral Communications Commission,” 
would force Congress to study its 
own investigatory procedure. The 
Cox committee, under fire. by news- 
papers here, and the House must 
review the qualifications of the man 
heading the committee—and such a 
careful study might reduce the 
number of Congressional inquiries 
which have blossomed of late. 


Do Not Overlook 
the 
Walther League 


MESSENGER 


“The Home Magazine 
of Lutheran Families” 


MESSENGER, 


For Rate Card and 
Sample Copy Write to 


Chemical Works, succeeding the late| were being held at which no com- 
mittee members were present, or 


W. Carlisle Burton. 
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Catalogues Publications tbe Mod a . 
Booklets Paper Covered Books , ck Deli 
Flyers House Organs Quick Delivery 
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Typesetting Always clean linotype and : Right Price 
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| work practices found inimical to the} 
public interest. But Congress was | 
acting in a field of regulation which | 
‘was both new and dynamic... .It is| 
/not for us to say that the ‘public in-| 
terest’ will be furthered or retarded 
by the chain broadcasting regula- | 
tions. The responsibility belongs te) 
the Congress for the grant of valid) 
legislative authority and to the)! 
‘commission for its exercise.” 
| Joining with Justice Frankfurter 
| were Chief Justice Harlan F. Stone 


Chain Broadcast 
Rules Won't Be 
Postponed-Fly 


(Continued from Page 1) 


til June 14. The committee has no 
intention of delaying their effective 


and Associate Justices Reed, Doug- | 
date further. A full month thus re- \las and Jackson. Associate Justices | 


mains for stations and networks 10] Back and Rutledge did not partci- 
tracts.” pate. 
In making clear that FCC would | 
proceed to apply its network rules 
romptly, Mr. Fly made no further | - 7 ; 
podem eo 4 on the netwedtt decision, | PY Associate Justice Frank Murphy, 


Not an “Ordinary” Business 


ADVERTISING AGE 


shall have power to deal with net- | curring. Wrote Justice Murphy: 


The minority opinion was written | 


“Although radio broadcasting, like | 
the press, is generally conducted on 
a commercial basis, it is not an ordi- 
nary business activity like the sell- 
ing of securities or the marketing of 
electrical power. In the dissemina- 
tion of information and opinion 
radio has assumed a position of| 
commanding importance, rivalling 
the press and public. Owing to its 
physical characteristics, radio, un- 
like other methods of information, 
must be regulated and rationed by 
the government. Otherwise there 
would be chaos, and radio’s useful- 


ness would be largely destroyed. But 
‘because of the vast potentialities as 
'a medium of communication, discus- 


sion and propaganda, the character 
and extent of control that should be 
exercised over it by the government 


_ ; j , rts -|is atter of deep, vital concern. 
Although he has made conciliatory | With Justice Owen J. Roberts con-|is a m ro p 


I —— 


“Events in Europe show that|chain broadcasting industry as , 
radio may readily be a weapon of | whole.” 
authority and misrepresentation, in-| “By means of these regulations 
stead of a means of entertainment | and the enforcement program,” the 
and enlightenment. It may even be opinion continued, “the commission 
an instrument of oppression. In| would not only extend its authority 
pointing out these possibilities I do| over business activities. ..but woulg 
not mean to intimate in the slightest | enlarge its control over an instity- 
that they are imminent or prob-|tion that has now become a rival! of 
able in this country, but they do sug-| the press and pulpit...To assume a 
gest that the construction of the function and responsibility of such 
instant statute should be approached | wide reach and importance in the 


‘with more than ordinary restraint) life of the nation, as a mere incident 


” 


and caution... of its duty to pass on individual ap- 
| plications for permission to operate 
-a radio station and use a specific 
Justice Murphy’s dissenting opin- | wave length, is an assumption of ay- 
ion went on to point out that the| thority to which I am not willing to 
“real objectives” of the FCC in —- lend my assent.” 
ing the regulations are to “regulate 
the business practices of the major Given Sweeping Sowers 
networks, thus bringing within the Thus the FCC won its case, and 
range of its regulatory power the today holds unrivalled power in the 


Sees Industry Control 


statements in the past regarding | 
FCC’s attitude toward the present | 
broadcasting structure, there re- 
remained a good deal of mystery 
regarding the effect of the chain 
regulations. Sources close to FCC 
believe that Mr. Fly will make no} 
statement until the rules are put| 
in operation. 

On Monday, in one of the most 
far-reaching of radio court deci- 
sions, the Supreme Court upheld | 
the FCC rulings regarding chain | « 
broadcasting by a 5-to-2 vote. The | 
court held that the regulations are | 
valid, that the FCC may refuse to 
renew station licenses conflicting | 
with the regulations, and that in de- | 
termining “public interest and neces- 
sity” the commission is not limited | 
to factors of physical interference | 
of radio waves. 


May Prevent Monopolies 


Further, the ruling holds that the, 
commission may act to prevent mo- 
nopolistic practices which it finds in- 
censistent with “public interest and | 
necessity” and need not be restricted | 
by applying its regulations only to 
persons who have been adjudged 
guilty of anti-trust violations in 
courts; that the promulgation of the 
chain regulations was not an at- 
tempt by FCC to enforce anti-trust | 
laws, but was a step in the direction 
of valid regulation of the radio in- 
dustry. Finally, the court held that 
the regulations do not violate the 
constitutional guarantee of free 
speech, and that the regulations are 
not arbitrary and capricious. 

The majority opinion was deliv- 
ered by Associate Justice Felix 
Frankfurter. It held that the regu- 
lations represented a particulariza- 
tion of the commission’s concept of 
the public interest which Congress 
has sought to safeguard by enacting 
the Federal Communications Act of 
1934. An investigation of chain 
broadcasting practices by the Fed- 
eral Communications Commission 
formed an integral part of the evi- 
dence, and Justice Frankfurter com- 
mented: 


Must Not Be Limited 


“With the number of radio chan- 
nels limited by natural factors, the! 
public interest demands that those 
who are intrusted with the available 
channels shall make the fullest and 
most effective use of them. If a 
licensee enters into a contract with 
a network organization which lim- 
its his ability to make the best use 
of the radio facility assigned him, he 
is not serving the public interest. . 
The net effect (of the practices dis- 
closed by the FCC investigation) has 
been that broadcasting service has 
been maintained at a level below 
that possible under a system of free 
competition. Having so found, we 
would be remiss in our statutory 
duty of encouraging the larger and 
more effective use of radio in the 
public interest if we were to grant 
licenses to persons who persist in 
these practices.” 

“True enough,” the majority opin- 
ion continued, “the act does not ex- 
plicitly say that the commission 
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mmunications picture, a power 
vhich now gives it—for the first | 
ime—sweeping regulatory rights! 
ver the management of networks | 
a stations seldom if ever equalled | 
‘y a government agency. It holds | 
fe and death powers over a great | 


nedium. 
Investigations Held 


for background on the case: On 
yareh 18, 1938, the commission un- 
jertook a comprehensive investiga- 
‘ion to determine whether special 
egulations applicable to chain 
oadceasting were required. On 
april 6, 1938, a committee of three 
ommissioners was designated to 
old hearings and make recommen- 
iations to the full commission. The 
nearings were held for the next six 
nonths, i.e., from Nov. 14, 1938, to 


0 


May 19, 1939. On June 12, 1940, 


the committee filed a report with the 
commission, and on Nov. 28, 1940, 
the commission issued proposed reg- 
ulations, and requested oral argu- 
ments on Dec. 2 and 3, 1940. On 
Jan. 2, 1941, each of the national 
networks then in existence filed a 


|supplementary brief discussing the 


proposed regulations. On May 2, 
1941, the commission issued its “‘Re- 
port on Chain Broadcasting,” setting 
forth its findings and adopting the 
regulations. Two of the seven com- 
missioners dissented. The effective 
date of the regulations was post- 
poned until Nov. 15, 1941, and on 
Oct. 30, 1941, suits were filed by the 
National Broadcasting Company, 
Woodmen of the World Life In- 
surance Society (WOW, Omaha), 
Stromberg-Carlson Telephone Mfg. 
Company, and the Columbia Broad- 
casting System vs. The United States 


ADVERTISING AGE 
of America, Federal Communica- 


tions Commission, and the Mutual 
Broadcasting System. 


NO DRASTIC RADIO 
CHANGES EXPECTED SOON 


New York, May 12.—The momen- 
tous Supreme Court decision up- 
holding the FCC’s authority to pro- 
mulgate its so-called anti-monopoly 
regulations was greeted here almost 
as an anti-climax. 

Although radio and advertiser 
interests alike recognize the poten- 
tially explosive possibilities of the 
high court decision, the general 
feeling here seems to be that noth- 
ing too upsetting will actually occur, 
at least immediately. 

The gist of the opinion was not 
unexpected, and it is generally felt 
here that the networks have made 


- —_ 


their peace with the FCC and with | actions have been common on all 
each other, so that little action of|sides in recent weeks, leading to the 


a drastic nature is expected, al- 
though it can be assumed that de-| 
mands for a complete revision of | 
the nation’s broadcasting laws will | 
now be pushed more vigorously 
than ever, since the Supreme Court 
has clearly indicated that any reme- 
dial action must come from Con- 
gress. 


Now in FCC Hands 


Radio and advertising interests 
alike recognize that, to a degree 
never before realized, the broad- 
casting structure of the future rests 
in the hands of the Federal Com- 
munications Commission, but few 
seriously fear that the FCC will 
immediately wield its power in such 
a way as to interfere seriously with 
the existing system. Conciliatory 


ee 


SPADE A SPADE nowadays / 


Getting down to earth is a pretty essential thing 
hese times . . . whether it’s a foxhole in Guadal- 
anal or a trench in our own backyards. And since 
women all over America have temporarily traded 
their can-openers for hand-trowels . . 


in-for-Victory is the password from coast to coast. 


I's a somewhat new experience for millions of 


. Digging- 


It's a pretty comforting thing in these times (when 
nobody can afford hit-or-miss housekeeping) for 
a woman to be able to depend on the reliable 
work done in the technical laboratories of the 
Good Housekeeping Bureau and Institute. Not 


only to rely on its findings, but to look for, ask for, 


and buy consistently by that dependable sign, the 


home-makers, especially since gardeners have gone 


to making guns, and husbands are leaving for 
fighting fronts all over the world. And, of course, 


that's why women are turning more than ever 


to the wise counsel they find 


100d Housekeeping . . . 


uthfully called a spade a spade, a yard a yard, 


2 spoonful a spoonful . . . for 


In peacetime and wartime . . . the women of today, 
like their mothers and their grandmothers . . . have 
‘usted Good Housekeeping as the magazine that 
‘tually does scientific spade-work . . . the medium 


hat prefers to dig-down and dig-up an answer to 


Problem . . 


DOUL it, 


the magazine that has 


. rather than romanticize or theorize 


in the pages of 


Good Housekeeping Guaranty Seal. 


No wonder wise manufacturers today are using 
the pages of this great fact finding, down-to-earth 


magazine as often as space will possibly permit. 


fifty-eight years! 


me XK 


HOUSEKEEPING 


60% MORE LINES OF EDITORIAL 
SERVICE MATERIAL —LLOYD HALL 


AVERAGE 


SERVICE MAGAZINES 


L0r as 
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hope that the issues which have 
torn the industry and its regulatory 
body apart during the past few 
years can now be settled amicably, 
and with the least possible amount 
of disruption. 

Under the rules as they now 
stand, RCA must definitely divorce 
itself from the Blue Network, since 
no organization may be connected 
with more than one network, but 
in this case as in others affected 
under the anti-monopoly rules, it is 
expected that no hasty action will 
be required, and that the industry 
will be permitted to make necessary 
adjustments in an orderly fashion, 
extending over a reasonable period 
of time. 

While CBS issued no public state- 
ment on the Supreme Court deci- 
sion, William S. Paley, president, 
communicated with CBS affiliated 
stations to tell them that in view 
of the Supreme Court’s decision 
upholding the commission’s power 
to promulgate the network rules, 
necessary changes will be made in 
contracts of affiliated stations. 


No Immediate Change 


“We feel sure,” said Mr. Paley, 
“that it is mutually understood that 
the new rules will make no imme- 
diate change in our present network 
schedule, since the commission has 
publicly stated that there is no in- 
tention to displace present pro- 
grams. Because the practical effect 
of the commission’s new rules will 
depend almost wholly upon the way 
they are administered, we plan to 


confer with the commission and 
j}administer, if possible, the special 
| interpretation which will be placed 
(upon each rule in connection with 
our present operations on contract 
relations with stations.” 

Mr. Paley also asserted that since 
|the Supreme Court disclaimed any 
|responsibility for the good or bad 
|effect of the commissien’s regula- 
|tions, he is convinced the commis- 
|sion’s areas of authority and the 
broadcasters’ area of freedom should 
| be redefined by Congress in a new 
|radio act. 

Commenting on the decision, Niles 
Trammell, president of National 
| Broadcasting Company, said: “The 
|majority decision of the United 
| States Supreme Court holding that 
ithe FCC was within its jurisdiction 
|in the promulgation and enforce- 
_ment of the much-disputed network 
|regulations is of grave concern to 
|American broadcasters. We have 
|had an era in which networks and 
stations, through collaboration, have 
been able to build the finest broad- 
|casting service the world has ever 
| known.” 


People May Force Issue 


Mr. Trammell contended that 
unless the commission wields its 
|new-found power wisely, the Amer- 
fean people will demand a revision 
of the fundamental laws governing 
broadcasting so that the nation’s 
previous system of broadcasting 
| will not be impaired. 

Miller McClintock, president, Mu- 
| tual Broadcasting System, welcomed 
'the Supreme Court decision as a 
| practical application of broadcast- 
ing rules promulgated by the FCC 
|He declared: “The Mutual Broad- 
| casting System pledges its full coop- 
|eration to the FCC, to the broad- 
casting stations of the nation and 
the network industry in the fair 
and businesslike operation of these 
rules as they now stand or as they 
may be amended.” 

Mutual’s president advanced five 
reasons explaining the network’s 
stand. They are: 

1. The strength of the American 
system of broadcasting depends 
upon a cooperative’ relationship 
between networks and privately 
owned and competitive broadcast- 
ing stations. 

2. If private operation is to con- 
tinue it must be free from govern- 
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the requirements of orderly and 
equitable operation and unfettered 
by economic controls which impair 
competitive enterprise. 

3. Network operation is a service 
to the American public through pri- 
vately owned and freely affiliated 
stations which are assisted in the 
fuller performance of their duty. 

4. MBS stands for contractual 
relations between network organi- 
zations and their affiliated stations 
that will give the most program 
service to the public and maintain 
competitive enterprise. 

5. Since Mutual is a private 
enterprise operated in the public 
interest it accepts such community 
controls “as may be indicated by 
our democratic processes.” 


MILLER ASKS CONGRESS’ 
ACTION ON RADIO CASE 


Washington, D. C., May 12.— 
Neville Miller, president of the Na- 
tional Association of Broadcasters, 
this week said Congressional action 
was necessary to recognize radio’s 
coming of age. Commenting on the 
Supreme Court’s decision on the 
chain broadcasting regulations pro- 
mulgated by the FCC, Mr. Miller 
said the “decision once more empha- 
sizes the necessity for prompt Con- 
gressional review of the radio law in 
the light of present development of 
the broadcasting art.” 

It was authoritatively reported 
that the court’s decision would lead 
to increased activity on the bills | 
now in Congress aimed at redraft- 
ing the Federal Communications 
Act of 1934. These bills, the Holmes 


bill in the House, and the White- | 


Wheeler bill in the Senate, 
shortly be ready for hearings. 


will 


Hearings on the White-Wheeler | 


bill will begin May 25. 
Congress has previously consid- 


ered bills to amend the act, but so| 
far both the statute and the FCC) 


have remained intact. 


Hymes Resigns Post 
with FC&B; Joins OWI 


John D. Hymes, radio time buyer 
of Foote, Cone & Belding. New 
York, has resigned to become sta- 
tion relations chief of the Office of 
War Information’s radio bureau, 
succeeding Richard Connor, recently 
appointed stations relations execu- | 
tive of Mutual. 

Mr. Hymes joined Lord & Thomas 
in 1934 and remained when the) 


agency became Foote, Cone & Bel-| 
addition to his | 


ding last year. In 
new duties with the OWI, he will 
be director of research for the radio 
bureau, and will assume his post 
June 1. 


Fink Leaves Agency 


Lionel Fink, president of Fink & | 


Doner, Detroit agency, has retired 
from the company and is moving to 
California, where he plans the 
establishment of an _ advertising 
agency in Los Angeles. Wilfred B. 
Doner will continue management of 
the Detroit company. 


Malcolm MacHarg, 
McCall Executive, 
Taken by Death 


New York, May 11.— Malcolm 
MacHarg, vice-president and adver- 
tising director of the McCall Cor- 


poration, publisher of Redbook, 
Blue Book, and other magazines, 
died here May 8 
in Doctors Hos- 
pital, of heart 


disease following 
an illness of sev- 
eral months. He 
was 58. 

A_ well-known 
figure in publish- 
ing and advertis- 
ing, Mr. MacHarg 
devoted much 
time and effort to 
putting the sale 
of magazine 
space on a scien- 
tific basis, and he 
sponsored two surveys which be- 
came known as the “Qualitative 
Study of Magazines,” which won 
the 1939 annual advertising award 
for “a research project conspicuous 
in advancing the knowledge of ad- 
vertising.” 

Mr. MacHarg began his career in 
advertising with S. S. McClure 
|Company, and later was with Lord 

& Thomas in Chicago. For a while 
he was a partner in the Husband & 
‘Thomas advertising agency, and 
ithen became western advertising 
manager of Consolidated Magazines 
Corporation. 

When that company came under 
the McCall ownership, he was made 
western advertising manager of Mc- 
'Call publications and came to New 
York in 1936, when he was ap- 
pointed director of advertising and 
a director of the McCall Corpora- 
jtion. In 1939 he was elected vice- 
president. 

Mr. MacHarg was also secretary 
of the Periodical Publishers As- 
sociation at the time of his death. 


Malcolm MacHarg 


C. A. APPLETON 


North Andover, Mass., 
Charles A. Appleton, former mem- 
|ber of D. Appleton Company, New 
York book publisher which is now 
the D. Appleton-Century Company, 
| died at his home here today after a 
He was 84. 

Mr. Appleton was treasurer of 
| the book company before his retire- 
ment 30 years ago, when he moved 
to North Andover from New York. 


| long illness. 


|In recent years he was president of | 
Mfg. Company, a paper | 


ithe Exeter 
| firm in Exeter, N. H., from which 
| he retired about three years ago. 


KEITH B. LYDIARD 


New York, May 12. 
Lydiard, account executive with 
Alan B. Sanger advertising agency 
and former president of the Indus- 
trial Advertising Association of New 
York, died Saturday in Norwegian 
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Chicago. Illinois 


na Man— 


three 
Uiree¢ 


in executive capacities 
he is well skilled in pro 
nd media 
loyed, but not particular: 
and has a family 
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The Ad ertising Market Pla 
The rates for this department are as follows: “Help Wanted,” “Positions 
Wanted,” “Representatives Wanted,” and “Representatives Available,” 30 
cents a line, minimum charge $1. Terms cash with order. All other classi- 
fications (single insertion rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 
eel 
HELP P WANTED | as ed HELP WANTED a _ POSITIONS WANTED 
“SALES MANAGER AGENCY BOOKKEEPER A-1 MARKET — 
38-45 yrs. Exp. with food, drug dept. | Grand opportunity for thoroughly ex- RESEARCH MAN 
and chain store outlets. $12,000 plus. | perienced man or woman to take com- 
COPY WRITER—Top agcy. exp., $8000,| plete charge Accounting Department] Desires connection with ady,; tisin 
COPYWRITER—Radio & publn. copy,|in fully recognized, financially strong | agency or manufacturer. Imme, late 
$6000 advertising agency doing over/available. Past draft age. 24 years“; 
ASST. ADV. MGR.—Semi-industrial, | $1,000,000 annually. $2,500-$3,000 per | advertising agency experience as qj. 
$5000 plus year. rector of marketing and market 5, 
SPACE SALES—Newsp. exp. $3600 Box 4101, ADVERTISING AGE, N. Y.| search. Write for full details 
TECH. WRITEI , $3600 | —— se ae saat ain Tain ~~ | Box 4111, ADVERTISING AGE, x \ 
SALES P M.—Cats “4 >t- , — ‘ aie iain . a: aha - 
ALES PROM.—Catalog, direct-mail.) caeaTIVE ADVERTISING MAN | ADV. MGR. 38, COLLEGE Grad. ag 
ne . vertising school. 11 yrs. industria] 
GIRLS! By medium sized, long established | sales-advertising office equipmen 
Copywriters, layout artists, secys Mid-West industrial advertising| heating. 6 yrs. newspaper. [Last jot 
stenos., typists, clerks for advertising agency, specializing in serving clients | increased local-national linage 574 
positions. in the metalworking and building | over larger chain paper. . 


No obligation to register. 
Fred Masterson 
Sinclair-Masterson Personnel 
310 S. Michigan Avenue 
Chicago, Illinois 


~~. WRITER—ENGINEER a3 
Wanted by Chicago industrial agency. 


An opportunity for a good copy 
writer with an engineering back- 
ground for trade paper and direct 


mail advertising. 
about yourself 


Tell us everything 
you would like to 
know if our positions were reversed; 
education, experience, salary require- 
ments, draft status, ete., in full con- 
fidence. We are not your present em- 
ployer. 

Box 4112, ADVERTISING AGE, Chgo. 


Advertising and Sales Promotion 
Manager for large Chicago chain of 
women’s shoes stores. Exceptional 


opportunity for man (or woman) with 
wide retail advertising and promo- 
tion experience. Must have flair for 
writing high fashion copy and be 
able to work out well rounded pro- 
motions. Give full details in first 
letter. 

Box 4093, ADVERTISING AGE, Chgo. 
Artist for high class monthly publi- 
cation with international circulation, 
capable of making page layouts, air 


| brushing and retouching photographs, 


montages, etc. State draft status and 
salary required to start. 
Box 4097, ADVERTISING 


ADVERTISING 
woman thoroughly experi- 
enced in preparation and production 
of sales literature, house organ, etc. 
Mechanical knowledge desirable but 
not essential. Give education, experi- 
ence, salary, references. 

Box 4102, ADVERTISING AGE, 
EXCELLENT OPPORTUNITY for 
well-educated man with good general 
advertising background to work with 
large national advertisers and adver- 
tising agencies in the interests of a 
primary advertising medium. Must be 
of good address, able to talk on his 
feet, and meet top-ranking execu- 
tives. Give full particulars, refer- 
ences and salary expected first letter. 
All replies confidential. 

Box 4109, ADVERTISING 


AGE, N. Y. 


Wanted 


Chgo. 


AGE, N. Y 


Advertising Manager, 


POSITIONS AVAILABLE 
Mfze.....$ 8,000 
Advertising Manager, Asst. 


Mfgr. 5,200 


Advertising Manager, Assn.... 3,600 
Editor Asst. Trade Paper...... 3,000 
Radio Director, Adv. Agency 15,000 
Copywriter, Industrial ........ 3,600 
Space Salesman, Young newsp. 3,000 
Et te ey Peer errrerrriere 1,800 


— Keith B.| 


NEW ADDRESS 
George Williams 
COMMERCIAL PERSONNEL 
209 S. State St., Rm. 1324, Chicago 


products industries. 

Should thoroughly understand how to 
use the tools of sales promotion, ad- 
vertising, merchandising and public- 
ity in developing markets for tech- 
nical products. Must be a vigorous, 
resourceful creator of business paper 
advertisements and direct mail, and a 
good copywriter. Should be able to 
intelligently direct and supervise cre- 
ative effort of an assistant. 


This position offers unlimited oppor- 
tunities for your future. Preference 
will be given to a man who is seeking 
employment where he may become a 
principal in the business, after a rea- 
sonable period of association with it. 


Submit samples of creative work, 
facts about draft status, salary re- 
quirements, education, religious affi- 
liation, ete. All information will be 
held in strictest confidence. 


Box 4100, ADVERTISING AGE, Chgo. 


INDUSTRIAL COPY WRITER 
Chicago agency specializing in indus- 
trial advertising needs experienced 
copy writer immediately. Knowledge 
of production desirable. Opportunity 
for initiative. Must be draft exempt. 
Give full details of background, state 
salary wanted in first letter to ex- 
pedite interview. Our staff knows of 
this advertisement. Your answer will 
be held strictly confidential. 


Box 4113, ADVERTISING AGE, Chgo. 


CAN YOU WRITE COPY 
THAT SINGS AND SELLS? 


Mid-Western 
copywriter. Unlimited op- 
portunity for a man with ideas, am- 
bition, experience, and a yen for ad- 
vancement based on accomplishment. 


Fast-growing 
wants A-1 


agency 


Industrial advertising experience de- 


sirable. If you've wanted to handle 

a trade paper that’s as carefully cre- 

ated as magazine space, this is your 
‘| spot. 

Have widely diversified accounts, and 

we're copy-minded on every one of 

them. 

Write fully, stating experience, sal- | 

ary requirements and draft status. 


Send samples of your best work. We'll 
respect them and see that they're re- 


| turned. 


Box 4099, ADVERTISING AGE, Chgo. 


Box x 4108, ADV ERTISING AGE 


ie TE Cher 
Advertising Salesman—with «4 long 
and diversified experience in pubjicg 


tion space selling and agency contam 


in Midwest area. Not a space peddler 
but a constructive, creative salesma; 
Draft exempt, sober, reliable, indys. 
trious. 

Box 4105, ADVERTISING AGE, Che: 


Agency Man—twenty-five years thor. 
ough training in every department o¢ 


agency operation including m nage 
ment. Could fit into any organizatijo, 
as experience has been very broad ; 


both small and 
priations. 
job to be 
its entirety. 
Box 4106, ADVERTISING AGE 


THIS MAN CAN SELL 
ADVERTISING! 
With a rich background of successfy 
sales experience covering all leading 
advertisers and their agencies, | 
would like to show you how I ea: 
help you to build volume for you 
newspaper, magazine or radio statioy 
Box 4104, ADVERTISING AGE, Che 


WAR HAS ENDED for the duration 
small business paper publishing bus 
ness I have had for the past six year 
Also owned printing plant. Previous 
newspaper reporter with metropo 
tan dailies. Graduate, Cambridgé 
England. Served last war. Now 4 
Draft exempt. U. 8S. citizen by birt! 
Married. 


million dollar appre 
If there is an advertising 
done, I can do it wel) j; 


Cher 


Box 4103, ADVERTISING AGE, Chg 
| YOUNG WOMAN—Junior Executiv: 
| Confidential Secretary, Space & Tin 


Buyer. 23% years practical experienc 
in large advertising agency. Con 
plete knowledge of agency operat 
Available June Ist. Prefer Midd 
West. 

Box 4098, ADVERTISING 


AGE, Che 


ART 
DIRECTOR 


record, 
top notch agencies, 
to direct and 
skill of others. 


| Successful experience wit 
Executive abilit 
inspire the creative 


Versatile, strong on creative ideas 


that sell, layout, finished art wor 
| illustration and lettering. 
| 

years, married, now employs 


38 
| Salary $7,500.00. 


Box 4096, ADVERTISING AGE, Che 
BUSINESS OPPORTUNITY) 

1 HAVE A CLIENT WHO WANTS T 

BUY ESTABLISHED PROFITABL! 

INDUSTRIAL PERIODICAL. ONE 


Youn lady, Assistant to Advertising ~————— - — HUNDRED THOUSAND DOLLA! 

icanawer, Goaspotant to handle pros- REPRESENTATIVE WANTED PROPERTY MINIMUM. Ae 

pect list of nationally known publi- | Midwest Advertising Representative FRED A. DIBBLE, 14 EAST ot 

cation. State education, background | wanted by trade publication in highly MANHATTAN 2 

and salary. |} essential field. State full details. w 

A ‘ "Rr PrreN~e =m wiyein as 4 racen — oa ant Trade Paper 

Box 4110, ADVERTISING AGE, N. Y. | sox 4095, ADVERTISING AGE, N. Y.| established trade paper  publishe 
WANTED —— ae | who has successfully replaced dra! 

Sales Promotion and Advertising as- | POSITIONS WANTED |} tees and volunteers can economica) 

sistant in midwest Life Insurance or- | Business man wants Chicago agency | publish additional papers. Wil! pu! 

|gxanization. Duties—help in prepara-| connection. Closing advertising dis-| chase, lease or publish on manag 

| tion of bulletins and contest material; | play office due to priorities. 15 years | ment contract. Have capital, equi 

assist in editing house organ. An| varied advertising experience in con-| ment, office building and personne 

ideal spot for an ambitious young | tact, promotion, copy, art, production | (except possibly one or mor: ae 

fellow who learned his theory out of|and their co-ordination. A veritable | exempt persons most intimately 4 

textbooks and now wants to make/|one man agency! Enthusiastic, ener-| quainted with publication’s histor} 

practical application of it. Send full| getic, capable. Age 38, married, | policies, objectives, ete.) Reply 

details including draft status. family. confidence. 

Box 4094, ADVERTISING AGE, Chgo.| Box 4107, ADVERTISING AGE, Chgo.| Box 4114, ADVERTISING AGE. Che 

Hospital, Brooklyn, after a i 

illness. He was 36. 

Mr. Lydiard became associated | 


with the Babcock & Wilcox Com-| 


pany in 1929, upon his graduation 


from the University of Maine. After | 


a year at the plant in Barberton, O., 


he was transferred to the advertis- 


ing department in New York. 


He became an account executive | 


with Fred Glen 
1937, 
in 1940. 
Technical 
1940-41, 


Small 


He was president of the 
Publicity 


that the organization’s name was 
changed to Industrial Advertising 
Association. 


Goes Letterpress 

Starting with the July issue, Con- 
struction Methods, New York, a Mc- 
Graw-Hill publication, will change 
from rotogravure to letterpress. The 
new format’s over-all size will be 
9 by 12 inches, with type size pages 

by 10. 


Dailies Boost Price 

| Effective with the May 10 issues, | 
the Cincinnati Post and Times-Star, 
morning papers, 
evening, 
prices 
| copy. 


and the Enquirer, 
raised their newsstand 
from three to four cents a 


agency in| 
and joined the Sanger agency | 


Association in| 
and it was during his term | 


It is an 


raphers 
It is 


has bee 


orderly 


PRINTING 


MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERIC* 


FAITHORN CORPORATION 


Ad-Setti 
500 SH 


Advertising Typography 


is far more than just typesetting . 


art that has been developed 


by advertising designers and typog- 


in the last twenty-five years 
a very definite technique of 


handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 


n found to be most effective 


in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an 


fashion that is easy to read. 


ng * Engraving + Printing 
ERMAN STREET - CHICAGO 


TELEPHONE WABASH 7820 
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loilet Goods Field 
Swings to Use of 
institutional Copy 


(Continued from Page 1) 


wrvey by the association revealed 
many substitute closures in produc- 

and under development made 

1 pla ties, paper, wood, glass, cera- 
mics and cork, with varying sizes, 
style, ‘colors, type, availability, vol- 
yme of production and limitations. 

Although Mr. Goulden enumer- 
ted the Many new closures, mem- 

ers of the industry evinced wide- 
spread concern over their sturdi- 
ness and the possibility of produc- 

ng them in large quantities. A 
sanel of toilet goods experts dis- 
closed that no metal will be avail- 
ible for closures in the year to come 
and a serious paperboard shortage 
exists. While the wood cap has 
proved itself, there is not enough 
material to manufacture this type of 
closure on a wide scale, they as- 
serted. 

Leaders in the field are firmly 
convinced that grade labeling can- 
not be applied to the toilet goods 
industry by the very nature of 
many of its products. They insist 
that the only product which can be 
graded in the true sense of the word 
is whole grained alcohol. 


Fear Loss of Trade Names 


Hugo Mock, TGA counsel, con- 
tended that what the various indus- 
tries fear is not so much grade 
labeling as the elimination of trade- 
marks, and many manufacturers 
have taken the position that grade 
labeling means the destruction of 
their trademarks. 

“Although I do not fear grade 
labeling, one fundamental opposi- 
tion to grade labeling must be men- 
tioned,” he said. “You will recall 
when the original food and drug 
law was passed every manufacturer, 
including all manufacturers of in- 
ferior merchandise, stamped on 
their goods with the approval of the 
government, ‘Guaranteed under the 
Food and Drug Act of 1906,’ with 
the result that when people saw 
that stamp, they thought it was a 
government guarantee.” 

In the presence of a merchandise 
shortage and aé_é seller’s market, 
ndiscriminate price cutting has 
practically disappeared, rendering 
fair trade laws which normally act 
is a valve in the distributive process 
not so necessary to national adver- 
lsers as in normal times, said Mr. 
Mock. 

Forced combination deals to dis- 
pose of certain products which do 


not require scarce raw materials, 
such as one gross of lipsticks with 
every 24 bottles of toilet water, is 
not prohibited by the Clayton Act 
or in maximum price regulations 
but will definitely leave an indelible 
scar on the minds of customers, as- 
serted the TGA counsel. 


Retains Rights 


The manufacturer still has the 
right to choose his customers, 
whether to sell them or not, and 
set the amount of products up for 
sale, giving due consideration to 
regulations promulgated by the Of- 
fice of Price Administration and the 
Robinson-Patman Act, reported Mr. 
Mock. “Good business will dictate 
the conservation of your good will 
not only for the duration but there- 
after and for this purpose vou are 
free to act as you please.” 

While Mr. Mock declared that 
rigid fair trade controls are not as 
urgently needed now as in peace- 
time, H. L. Brooks, president of the 
association, re-emphasized their im- 
portance and attacked those who 
would like to see the repeal of the 
a oe bill, an action which 

he said would be a death blow to 
state fair trade laws. 

“The association never actively 
engaged itself in the sponsorship of 
these laws: nevertheless most of the 
companies in this industry were 
and are for some of them. I there- 
fore warn you to be on the alert 
for any movement along the lines I 
mentioned which would result in 
the disruption of stabilized prices,” 
Mr. Brooks asserted. 

Alluding to the critical problem 
of containers and closures, G. A. 
Willard, deputy director of the 
drugs and cosmetics section, chem- 
icals division, War Production 
Board, said that there are many in- 
dustries, some of them considered 
more essential than cosmetics, which 
have been forced out of metal to the 
extent that demands for substitute 
materials far exceed the supply; 
this applies to wood and paper as 
well as plastics. 


Urged to Find Substitutes 


While increasing quantities of 
ceramic closures may be available 
it is felt that maximum production 
of these will not greatly relieve the 
situation, which is currently being 
studied by the drugs and cosmetics 
section. It is urgent that all manu- 
facturers scrape the barrel, to find 
substitute materials and even devise 
means of reusing the closures, em- 
phasized Mr. Willard. 


product limitation can continue only 
so long as services required to pro- 
duce and transport your products 
are available,’ Mr. Willard said. 
is*The nature of your production 
work is such that you can use labor 
not needed in war industries. You 


© BARA KNO 


ADVERTIGCING 


TORONTO MONTREAL WINNIPEG 


J. J. Gi B BONS LTD. 


WS CANADA 


MERCHANDISING 


REGINA CALGARY EDMONTON VANCOUVER 


25-year old company, nat 
lent financial rating, need 


Seaboard and northern 


motion-picture films (trac 
casts”) supporting U. S. 


cluded. 


ent representatives earn 


brilliant and enduring px 
must be draft exempt, fr 
30 and 50 years of age. 


UNUSUAL SALES OPENINGS 


class sales representatives to take 
protected and adequate territories in East 


firms to sponsor separate and complete series of short 


OPA Rationing, — Civili 
Department of Labor (Safety) 
other War Effort Campaigns for the public relations 
and advertising benefits, since sponsor's name is in- 


Theatre arrangements already made. 


yearly under liberal compensation plan. Opportunity 
exceptional for immediate high earnings, as well as 


perience and qualifications. 
will be arranged with home office executive. 


ional in scope, with excel- 
s several more good, high- 
permanently 
, Atlantic 
states to contact business 
“Screen Broad- 
Treasury War Savings... 

ian Defense and U. S. 
programs, plus 4 


le marked 


Pres- 


from $5.000 to $15,000 


yst-war future. Applicants 
ee to travel, and between 
Write letter stating ex- 


A personal interview 


Address Box 4092. 


Advertising Age, Chicago 


“Material limitation as opposed to | 


should pay particular attention to 
use of transportation facilities,” he 
advised. 

W. E. Braithwaite, division of 
simplified practice, National Bureau 
of Standards, pointed out that in 
response to a request from the con- 
tainers division of WPB his depart- 
ment is collaborating in the matter 
of eliminating non-essential sizes 
and varieties of paper folding and 
set-up boxes, to conserve critical 
and scarce materials, manpower, 
available productive capacity and 
transportation for the war program. 

He invited industry participation 
in a proposed simplification plan for 
paper boxes which recommends 
that a standard box to hold face or 
dusting powder be a full telescope 
box composed of a cover, a base, a 
drum or powder receptacle. 


Basic Claims for 
Sal Hepatica Not 
Hit, Says Bristol 


New York, May 12.—Final dispo- 
sition of the 4%-year-old FTC case 
against Sal Hepatica does not inter- 
fere in any way with the labeling 
of the product, nor does it question 
any basic claim that has been made 
for the product in recent years, 
Henry Bristol, president of Bristol- 
Myers Company, said today in a 
prepared statement. 

Mr. Bristol praised the commis- 
sion for the “infinite amount of 
patience” it has shown “in connec- 
tion with the study of highly tech- 
nical and intricate questions upon 
which medical opinion was by no 
means settled,” and asserted that 
Bristol-Myers has always, and will 
continue to, follow the policy of 
attempting to keep pace with in- 
formed medical opinion. 

Earlier this week the FTC had 
ordered the company to stop using 
certain claims but said it could con- 
tinue to represent Sal Hepatica as 
a competent laxative. 


'a couple of years ago, will shortly 


; one 


\frices were harmed most—science 


Private Lines 


It’s strictly rumor, but Washing-, 
ton hears that if the new civilian | 
supply administration is set up, one 
of the most promising candidates is | 
Chester N. Bowles, Benton & Bowles | 
chairman. Sen. Francis D. Maloney, | 
author of the bill, is reported to be | 
high on the adman, being particu- | 
larly impressed with the job Bowles | 
has done as OPA information di-| 
rector in Connecticut. 

us ue us } 

There are increasing signs that | 
the big battle between Teel and) 
other dentifrices, which has been 
quiescent since Teel toned down its | 
brush-cavities-into-your-teeth copy | 


break out in full fury again. Teel 
copy, say other dentifrice makers, 
is getting tough again, and they 
don’t like statements such as this 
from current copy: “Teeth 
scrubbed most with popular denti- 


found.” 
* * ok 
Simon & Schuster, which has 
reaped a rich harvest by virtue of 
its part interest in Pocket Books, 
will shortly make another stab at 
the low-price field with the forma- 
tion of a “Peoples’ Book Club.” 
Popular books will be offered to the 
public at moderate prices, with 
Sears, Roebuck & Co. as the dis- 
tributor. By applying the movie 
principle of mass distribution to 
new books, Simon & Schuster will 
attempt to tap a market not yet 
fully developed by other book clubs. 
* * ok 


Keep a close eye on the Office of 
War Information. The seeping in- 
fluence of Congressional criticism is 
beginning to crack the information 
edifice. One by one officials are 
resigning—some going back to pri- 
vate business, others to different | 
government agencies. Despite Elmer | 
Davis’ spirited defense of the | 
agency, and the undoubted need for | 


a clearing house for war material, 
OWI has become known as a pre- 
carious spot. “Like working on a 
bull’s-eye,” as one OWI man de- 
scribes it. 
tR a me 

The worst thing about the resig- 
nations from OWI is that they are 
the men whom the organization 
‘needs. Elmer Davis has struggled, 
as have his division chiefs, with 
many misfits who had been col- 
lected by Lowell Mellett and Archi- 
bald MacLeish. But the ironical 


|fact is that the misfits are the ones 


who are clinging to their jobs. 


Inlanders to Discuss 
Wartime Problems 


An advertising idea exchange will 
provide one of the highlights of the 
59th spring meeting of Inland Daily 
Press Association, which will be 
held at the Sherman Hotel, Chicago, 
May 18-19. 

L. M. White, publisher, Ledger, 
Mexico, Mo., will act as chairman of 
the special round-table discussion on 
advertising, Tuesday morning. In- 
landers also will consider such war- 
time topics as the merchandising 
outlook, newsprint prospects, War 
Manpower Commission orders and 
regulations, circulation, and news- 
paper management. John L. Sulli- 
van, assistant Secretary of the 
Treasury, will give a special mes- 
sage to the newspaper executives at 
the Tuesday luncheon. A. C. Hud- 
nutt, publisher, Chronicle-Telegram, 
Elyria, O., heads the association. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


| 431 8. Dearborn St., Chicago Wab. 8655 
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NO’ LULL-SEASON” 
m Word Now / & 


* Florida’s at ane! 
her 3 major markets and their trading 
territories are humming with activity 52 


weeks a year. 


* Florida’s income 
from pay rolls (without usual tourists) in 
1942 overshadowed annual income in any 
year from tourist trade---and 1943 will be 
New projects now under way 
have brought thousands of additional 


greater. 


workers to Florida. 


* And, 
great civilian earning and buying power 
suffers no lull-season; it’s active 52 weeks 
.and all this is augmented by.... 


a year... 
some military men, too. 


EE Ri ae 


JACKSONVILLE 
RETAIL SALES FEBRUARY "43 


iptiz= 


TAMPA 


Increase 1942 Over 


$14,845 


mind you, this 


* This new rich market 


with bank deposits up over 71% in’42 over 
‘41 is reached through the columns of 
Florida’s 3 great dailics.. 


circulation gives you a complete and thorough 
coverage... 


at a low cost. 


‘RJ. Bidwell Go. Paz Const 


Miami, Jacksonville and 
their combined 


in Retail Sales 


$94,692,000* 


INCREASE 


RETAIL SALES FEBRUARY “45 
t over “42 


Hillsborough County 
1942 Retall Sales 
880,217,000" 


Without benefit of usual tourist 
income the trading territory of 


enjoyed a proportionate increase 


Duval County 
1942 RETAIL SALES 


1942 OVER isa! 


$5,022,000 


RETAIL SALES FEBRUARY ‘45 
yl%, over "42 

Dade County 

1942 Retail Sales 

$169,243,000° 
ease 1942 Over 1941 


Tampa 


TAs reported g 
from Director of the Census, » 4 
Washington, D. C. *1942 Survey { ide : 
of Buying Power estmars _ 
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UNCLE DUDLEY - 


all this place lacks 


is Dottie Lamour” 
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Writes Ne p hew CARLYLE HOLT. the ( [ JXCLE DUDLEY, signer of Globe editorials since , 
° 1891, has become synonymous with The Boston 
B 9 ba Globe. For over fifty years Uncle Dudley's clear, 
common-sense editorials have not only expressed the 
L i n ira m 9 litorials } t only expressed tl 
a policies and reflected the character of this newspaper 
WwW h Oo sal d t h e o t h er d a but have expressed the thoughts of the majority of | 
y os his readers as well. Writing of Boston tradition, the | 
New York Herald-Tribune once said: 
MacDILL FIELD, Fra.—Far up in the deep blue plane, renamed the A-36 when used as a dive bomber. These ; 
sky over Mullet Key the circling dive bombers looked like fellows were playfully ground-strafing, swooping and swirling “There's the balloon and pinwheel man who 
gnats, tiny winged specks in the cloudless sky. Then the above the ground like swallows. | has memorably vended his wares from the 
— a aay = be Ag hee ppd pelle sce seta That would not be the end of the day for the maintenance corner of Webster's fence in Commonwealth 
— — — =e , arg crew at Mullet Key, for the bombing goes on day and night. Ave. There are the swan boats in the Public | 
‘ ae and not a bomb falls that is not charted and checked on the Gardens — the celebrated silver free lunch 
\ Straight down, over the target set among the record of the plane that drops it. dines ie Cached W lassi nireiiiems 
yee ~y we roe te > — . — But it was the end of the day for us, for we had to catch | and there are the Uncle Dudley editorials in 
\ of hun on _—_ ~ 0 rf - eaming W ee the launch back to MacDill Field. I should have enjoyed ‘The Globe.” . 
beach, the Dommer creppes in 8 Phe rend staying overnight, to catch a dip in the warm waters of the | s | 
v ular dive for thousands of feet. The plane key and even to indulge in a little fishing. , . , 
ceased to be a speck and became a plane. eeptg ' Through seven decades Uncle Dudley's family of | 
. Then we watchers could see the stars on its Mullet Key is the place where the fellow named Riley first nieces and nephews has grown steadily until now 
wings. pitched his tent to live that life of his: miles of snowy beaches, ” . 
a climate that is always warm but always tempered by a sea they number hundreds scattered all over the world. 
ae ae again = ~ : oe breeze, water that swarms with fish and not enough work to They bring Globe readers exclusive, up-to-the-minute 
n ane dropping. nen a third, anc - ; . Z ° 
: fourth = Sore angueny Som news and comment. Here are just a few members of 
i ; The most active spot on the island is the landing dock. Uncle Dudley's family. today: 
Six times during the hour or more where those with time to spare sit and fish. In 15 or 20 , . : 
we watched the squadron release their minutes a man can catch enough mullets — flounders to you Dorotuy THompson ¢ Ernest Linptey ¢ Heten Lom- / 
- practice bombs against the harmless to feed the company mess. | BARD @ Ernie Pyte ¢ Fretcuer Pratt ¢ WitwiaMm H. 
pyramid of wooden slats which simu- hill ae ae ele STONEMAN © Joun LanpNer ¢ Jay FRANKLIN ¢ JOHN | 
lated their objectives. ‘The pelican . too, know about thi fishing. The key could Banay ¢ Pouty Wessren ¢ Orro Zausurn ¢ Henar 
easily be called Pelican Paradise. Several hundred birds were ion «a = Seen . innate Gastar 
Few bombs fell more than 100 feet away from the pyra- gathered about the dock sharing the fishing with off-duty sol- a pyonaeg—haariaggeng Byer "po mord gr woes 
. ' : ; , , AntHEW ¢ ANN Dean @ Wacter LippMANN ¢ JOHN 
mid. There were at least three direct hits and one bomber diers when we came in. The pelican ° . - 
. - : P B..yater- Kieran ¢ Samuet Grarton ¢ Epcar ANset Mowrer ¢ 
scored a 100 per cent bull’s-eye. dives for his fish. plumping down with , ; ‘ - 
’ ” the cosy qrace of om emety hacedl Georce Wetter ¢ Nett Gues ¢ Rosert J. Casey 
The planes were a squadron of A-24s from Drew Field ikon he endias to alight pay naan 4 e Nat A. Barrows ¢ Paut Guaut ¢ Henry McLemore ¢ 
and they were part of the show we had come out to Mullet ia calalien Ole Sond ak te ale my Heven Kirkpatrick ¢ Richarp Mowrer e A. T. STEELE 
Key to watch. The rest of the show was to be the bombing end chide wo 0 hind of enmuctesh an e LELAND Stowe ¢ ALLEN Haypen ¢ Waverty Roor « | 4 
by Martin Marauders, the B-26s, from MacDill Field. The pelican is o chomey yromt me Dorotuy Hittyer ¢ Dorotuy Dix ¢ Emity Post ¢ Joun | 
The B-26s started in at low-level. bombing practice, 200 and fun to watch. Stemseck ¢ Louts M. Lyons e James Moncan e Cuanies 
feet or so up. As they came in off the sea the dronegof their ' , , Merrit ¢ JamesPowers ¢ Eant Banner ¢ Eu 
sere of ihe », They swept past the watchers on the Such is Mullet Key. where a /@ /é CuLBertson ¢ GRANTLAND Rice ¢ Haroip Kagse ¢ 
anerere ores Seer ~~] . “" Li - | lot of grim business is being re- ' Jerry Nason . Josernu F. DIN NEEN 
— oe bull — a a _ ; I _ fellows. ¢ a Ral gr wapprcepsaer he rene.“ 
ing the palms on this peacetu orida island, were practicing l neds tty girl. a saron 4 . p ‘ ; o 
the same sort of bombing that many B-26s have done in 9 ance aul teas ne tee Supplementing these writers are the world’s best 
hloodier tropical islands of the Pacific. he the spot for as romantic an news and picture services: 
One more show finished the day. Out of nowhere. sud- idyll as any ever lived in the Chicago Daily News Foreign Service* 4 
denly. appeared the converted P-51s. North America’s fighter South Seas. Overseas News Agency* 
This is a condensed article from a series by Carlyle Holt, Aviation Editor of THE BOSTON GLOBE, who is traveling to all parts of the country Associated Press 
bringing exclusively to Globe readers the dramatic story of America’s airforce in the building. New York Herald-Tribune Newe Service* ) 
Chicago Sun Foreign Service* } 
Toronto Star News Service* 
A.P. Wirephoto ) 
| Acme Photo Service* 
United Press ’ 
° ° ¢ 
Morning + Evening unday B *testeidesly, te Besity te Yue Reeves Ouses 
{ YoU R ADVERTISING WIiILLt BE BETTER READ IN THE BEST READ NEVSPAPER 
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WESTINGHOUSE DISPLAY FEATURES RADIO SHOW 


BALM FOR DRUGGISTS 


GRAPHIC 
REVIEW 
OF THE 
WEEK 


BACKS CROP CORPS 


Paul W. Endriss of the advertising and sales promotion department of Westing- 

house Electric Appliance Division, Mansfield, O., shows a new window display 

which describes the Westinghouse Sunday radio program. The unit produced in 

five colors, is being sent to more than 10,000 retailers and distributors to help 

build good will and maintain attractive windows in these days of scarce product 
displays. 


“Some of the boys call me Mennen Skin Bracer, because I'm hard to get” is 

what this damsel says in a poster Mennen Co. is distributing to make the bitter 

pill of merchandise shortages more palatable for retail druggists. Due to WPB 

restrictions governing ethyl alcohol and the high priority aie from the armed 

forces, domestic post oulengie and the usual drug channels have been getting 
little or none of the product, the company explains. 


10 EVERY FARMER 


PARTICIPATE IN 'HOME FRONT’ PREVIEW 


# SPORTSWEAR LINE—WITHOUT SAMPLES 


HOW THE U.S. CROP CORPS PLAN WORKS 
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"WAR FOOD ADMINISTRATION, BEPARTIENT OF AGRICULTURE 
and THE WAR MANPOWER COMMISSION. 


or OCCIDENT hour and Feeds 
Re OG CaR Se Ga 5 aM Ee. Sa 


Five days after submitting to OWI the 
idea for Occident sponsorship of a Crop 
Corps recruiting campaign, Russell- 
Miller Milling Co., Minneapolis, had 
OWl's okay, space contracts were in 
the mail and production was under way. 
Full pages are scheduled for early June 
in a list of farm papers, and spreads 
will carry the message to feed dealers 
in trade publications. Campbell-Mithun, 
Minneapolis, is the agency. 


SPEAKERS AT NIAA REGIONAL CONFERENCE 


Attending the closed-circuit preview of the new CBS-Owens-lllinois Glass Co. 
program, “Your Home Front Reporter,” held at the Carlton Hotel in Washington, 
D.C. were, left to right: Col. C. F. Shook, who spoke for the Surgeon General; 
Steve Mudge and V. M. Wallace, both of D'Arcy Advertising Co., agency in 
charge; William Temple, Washington manager of the glass company; S. L. Rair- 
don, vice-president and general sales manager, and Howard A. Trumbull, mer- 
chandising manager of Owens-Illinois; and Earl H. Gammons, director of the CBS 
Washington office. 


Albert Richard Co., Milwaukee, developed this wartime kit for its salesmen, in- 

cluding 15 large full color garment illustrations, which has eliminated the need 

for actual sample garments to the trade. Also included are a full set of swatches, 

sales portfolio, price book and order blanks. Highlight of the advertising and 

sales portfolio in each kit is an aviation panorama to be used as a traffic builder. 
Arthur Meyerhoff & Co., Chicago, handles the account. 


BANTAM JEEP COPY SCHEDULED 


Among speakers at the Atlantic regional conference of the National Industrial Advertisers Association in New York were: 

left to right, Herbert Mercready, Magnus Chemical Co., NIAA president; William S. Jack, president Jack & Heintz; and Wil- 

liam B. Benton, vice-president, University of Chicago, and vice-chairman of the Committee for Economic Deveopment. (Sto- 
ries on Pages 22-30.) 


SUMMERTIME PLUG FOR READY-TO-EAT CEREALS 


Perfect for times like 


Almost 2 years ago Russia bought 1000 of these amazing battle broncos 
from American Bantam for the valiant Red Army 


the 


Kellogg Co. is prepared to follow the season north as fruits and berries reach the markets. This new 24-sheet poster promotes 


use of Kellogg's summertime ready-to-eat cereals in combination with fresh fruits, with emphasis on the saving of time, 
work and fuel. The poster was lithographed in color by Forbes Lithograph Co., Boston. 


ACK in 1940 the sensational Bantam-built 

Jeep hit the headlines — a new typically 
American invention which has been called our 
country's “main contribution to modern war” 
Russia's smart military men watched this hill- 
climbing ditch-leaping little battle bronco 
gallop through its paces. quickly saw its value 
as a fighting weapon on their vast almost 


roadless defense lines. In October 194! they 
bought 1000 American Bantam-built Jeeps. 
shipped them home for their war against Hitler 
— ivan the terrible Nazi-killer got a steel 
horse he could ride to Victory. Remember the 
inventive engineering behind the American 
Bantam name is something it pays you to 
look for after the war on products you want 


Liberty is cheap al any firice... buy morse Was Bonds! 


Engines « Aircraft Controls 6 


This 450-line advertisement, to appear in newspapers May 23, is the first Amer- 
ican Bantam copy which refers to the company's part in development of the Jeep. 
It was prepared before the FTC citation against Willys-Overland was issued 


American geomm Lar Company 
rican Boose bar Lompany 


ail Gearings « Amphibious Trailers + 


(Story on Page 34.) 
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For your Institutional Advertising where will 
you find the most understanding audience? 


% 


When put together all the institutional advertisements published in our U.S.A. during the 
past year constitute an amazing document. ... It is the greatest experiment—the greatest 


adventure—in mass scale teaching by private business our nation has ever witnessed. 


In the pages of this stupendous and ever unfolding 
composite document the public sees war-devoted pri 
vate business using its advertising for the interpre- 
tation of Government war-time policies. And private 
business, wholly war-devoted, reporting its progress in 
supplying our armed forces. And private business, 
while carrying on its war-devoted task, planning for 


post-war action. 


Our institutional advertising, done in the star- 
spangled style, is both drama and dedication. It is 
made of gallantry and guts—faith and audacity— 
dreams for tomorrow and determination for today 
which leave no room for thoughts of defeat. Its stout- 
spirited essences are those we expect of America— 


and are proud to claim as American! 
st *k *k 
Vital deed! Vital expression! Needing—and deserving 


—an audience that is ambitious enough and intelligent 


enough to understand in full measure! 


Where, in Chicago—in this robust world-city of the 


Mid-West—is such an audience? Many, many institu- 
tional advertisers will promptly name it as that group 
of more tnan a million reader-friends who have chosen 


The Chicago Daily News for their preferred newspaper. 


Experience has brought these institutional adver- 


tisers to the following basic conclusions :— 


If you have Ideas to express never expect them to be 
adopted and supported—except by people who are alert- 


minded to Idea Values. 


If you have Ideals to express never expect them to be 


inspiring—except to people who have Ideals themselves. 


If you have an Institutional Identity to express never 
expect it to be recognized and remembered—except by peo- 
ple whose orderly living and progressive mentalities make 
them loyalists to Institutional Identities who serve their 


solid and forward-looking pattern of life. 


ote ok 


The circulation of The Chicago Daily News is, of 


course, mass circulation. But with a distinctive quali- 


fication: it is selected mass. An audience of families 
sorted out and sifted down over a period of 67 years. 
An audience which demands journalism produced by 
first-class minds and a publishing creed which holds 


fast to decency and honesty. 


In common with all their fellow-citizens these 
readers of The Chicago Daily News will gladly accept 
a lower standard of living if our needs for Victory 
ask for sacrifice. But they will not surrender their 


higher standards of thinking. 


The audience of The Chicago Daily News is a read- 
ing and reflecting audience. The Daily News is read in 
the HOME—in the tranquility hours when the frantic 


and high-pressure duties of the work-day are over. 


The million reader-friends of The Daily News re- 
gard it as a good companion and good counsellor. To 


them it is an institution of supreme value in their lives. 


Likewise for business management The Chicago Daily 
News is an institution of first importance for institu- 


tional advertising in the important Chicago community. 


In 1942 The Daily News carried more industrial linage than any other 


Chicago paper — morning, evening or Sunday! * 


*Authority: Media Records 


THE CHICAGO DAILY NEWS 


DAILY NEWS PLAZA. 400 West Madison Street, CHICAGO 


DETROIT OFFICE 


67 YEARS CHICAGO'S HOME 


7-218 General Motors Building 


NEWSPAPER...1ITS 


PLACE IN THE 


HOME IS 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 


ONE OF RESPECT AND 
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